Next Week 
You Will Find 


in “The Recorder” 


Make Ads and Windows Work Harder 


Can a shoe merchant make his small 
ad so distinctive that it will stand out 
among all the shrieking copy in the 
newspaper and get new customers, 
new ways? 

We hope to prove in this issue that 
a small ad, backed up by the right 
merchandise, will pull more customers 
because an atom of truth can lick a 
broadside of ballyhoo. 

George Peirce, and a group of mer- 
chants in Providence, has been able to 
suppress exaggerated and untruthful 
advertising copy and to bring newspa- 
pers to the point of being more careful 
than ever, about the use of copy they 
accept. He says: 

“To get the readers’ attention, we try 
to get the set-up and cuts in our ads 
different from anything else in the 


papers. We stay out of the papers in | 


certain afternoon issues that are most 


crowded, and rush in when the ad folio 
is thinnest.” : 


* * * 


Good window displays are the foun- 
dation of successful shoe merchandis- 
ing. So the RECORDER is devoting much 
space and attention to telling mer- 
chants how they can make their win- 
dows more productive from the stand- 
point of sales. Next week we take up 
the subject of display fixtures and 
show a variety of types that are mod- 
ern, appealing and at the same time 
practical. No merchant can afford in 
these days to neglect his windows and 
fixtures play an important part in ef- 
fective window selling. 
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WITH THE SOLES THAT HAVE 
CREATED SUCH A SENSA- 


TION & + ~ DAREX 


An imported English shoe of fine English buck with black Darex 
soles. # A style that is going to be very swagger this season. 
With a sole that has country-wide demand. * A full range of 
sizes is carried in stock. * Send for prices and size-range. 


LOTUS SHOES INc. 


130 West 42nd Street, New York City 
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April 9, 1932 


The VOICE of the TRADE 


Hides during the 


past ten years have been up to 61 
cents a pound, and down to six 
cents a pound—a decline of 90.2 
per cent. And hide prices are the 
base of shoe quotations. 

Other commodities are in the 
same boat. Rubber has bounded 
up to $1.23 a pound and down to 
three cents; cotton has marched 
up to 37 cents and down to 5% 
cents ; wheat has risen to $3.50 and 


LEATHER MIGOSH —WHA 
COT 
RUBBER ToBOasaNs / 
OB e 
. 


has dropped to 48 cents; copper 
up to 37 cents and down to 5% 
cents; and petroleum soared to 
$3.50 a barrel and parachuted to 


i4 cents. And so on for ten other 
major commodities. 

What to do? What to do? 
Well, about all that can be done 
is to watch the commodity mar- 
kets—when they find a level or 
rise the depression is over. 

* * * 


Solby Montague Company 
of Northampton, Mass., bought 
good advertising space to run the 
thrift editorial which carried the 
pertinent closing : 

“Sharing depression will never 
end it. An old pair of shoes—in- 
stead of being a ‘badge of thrift’ 
should become a ‘badge of 
shame.’ ”’ 

The Northampton shoe men 
say: “The more the merchant 
does his part in telling the public 
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the truth that retarded buying re- 
tards recovery, the sooner we will 
restore normal retail purchasing 
and thereby materially assist the 
country as a whole.” 

* * * 


Frank C. Rand 
of Roberts, Johnson & Rand, St. 
Louis, sounds a warning against 
cheap, shoddy shoes: 

“IT have not lost faith in the 
quality of our shoes. I do not be- 
lieve for one moment that sincerity 
can be displaced by sham, that 
merit must yield to expediency, 
that the foundation on which this 
great business has been built can 
be shaken by a passing fancy and a 
temporary acceptance of ‘cheap 
stuff’ to which International Shoe 
Company would not lend its name 
under any consideration. 

“What we propose to do and are 
doing is to meet the demand for 
cheap shoes with good shoes at 
low prices. We have done it often 


and successfully. By following | 


that principle steadfastly, we have 
built the greatest shoe business on 
earth; we have won the confidence 
of our customers and have helped 
them to build permanently. 

“The same conditions which cre- 
ate a demand for low prices cre- 
ate a demand for goods that will 
wear. 

“In the days of easy money, 
wearing quality was not so indis- 
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pensable. Now a dollar must go a 
long way; and the dollars put into 
our shoes secure unparalleled 
value.” Pa 


a 
Everyone is looking 


for a way out through a return to 
a profit making basis,” says Henry 
W. Cook, of the A. E. Nettleton 
Co., of Syracuse. “That it cannot 
be accomplished on low priced 
merchandise has been demon- 
strated during the mad scramble 


Iv 


for business at the expense of 
profit during the past two years. 

“We will return to prosperous 
conditions through stages of re- 
gained confidence and step by step 
with increased business. Why not 
approach the shoe problem the 
same way and return to quality 
merchandise by stages? 

“We are on our way to better 
things. Let’s face the new condi- 
tions philosophically and this time 


build soundly and permanently.” 
* * * 





4d 
The annual show 


of the Society of Independent 
Artists prize winner was a small 
statue that seemed at first glance 
to be made of bronze, but it is 
really plaster covered with shoe 
blacking,’ said Adolph Woolf. 
“You might say that it is the first 
time that shoe polish has been used 
as a medium of art.” Ain’t that 
sumthin’ ? 








7h. increased interest 


in safety toe shoes miust be the 
outcome of the fear of the worker 
that if injured he will lose his job. 
This business, once dominated by 
commissary stores and factory 
stores, is now swinging back into 
retail stores because big industrial 
plants are cutting out all of the 


. 





frills and extra services—because 
of the cost factor. 

How would you like to be a toe- 
tester? We understand that at 
the Mishawaka Manufacturing 
Company they have a habit of 
dropping a solid steel shaft to give 
the impact test to the toes. When 
a fifty-pound weight was dropped 
eighteen inches, the safety toe was 
slightly cracked, but the shoes 
were not injured. After the test 
it sprang back to its original form. 
The specification of one very large 
user of safety toe shoes requires 
the cap should not be depressed 
more than 4/16 of an inch when 
subject to a pressure of 300 Ibs. 


* * * 
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Workers’ Union, representing 
thousands of shoe factory workers, 
has joined heartily in the campaign 
for ending the present price com- 
petition and for resultant improve- 
ment in footwear quality. 

The official magazine of the or- 
ganization, The Shoe Workers’ 
Journal, in its February. issue 
prints the following editorial : 

“FOR BETTER SHOES” 

“The smashing of prices that 
has reduced stocks to prices ridicu- 
lously low has also reduced shoe 
prices to an absurd level. 

“When we see men’s shoes sold 
regularly at retail for three dollars 
and less we know that those prices 
are ridiculous. 

“We know, also, that those 
prices cannot represent good value 
to the purchaser who is victimized 
by buying shoddy shoes. 

“We know, too, that the workers 


GOODBYE, HIGH PRESSURE 


—It is my opinion that high-pressure sales- 
manship and high-pressure advertising 
have seen their day. 

—Business men are, or should be, down out 
of the clouds; thoroughly deflated, so to 


speak. 

—In my contacts with business men | find 
that they prefer facts and thoughtful 
opinions to hooey and boloney. 

—They aren’t kidding themselves any more 
and they know that it is futile to try to 
kid the other fellow. 

—So, that’s one more reason why | am ex- 
tremely hopeful regarding the near future. 


tax% es: 


President. 


who make these footwear frauds 
are very poorly paid and that 
makers of good shoes and their 
high grade shoe workers are idle to 
the extent that these fraud shoes 
are sold. 

“There is absolutely no future 
for these shoes or their makers ex- 
cept the ultimate sale by the 
sheriff, etc., etc.” 


* * * 


-_ and Ernst, 


accountants, have made a compari- 
son of corporation profits of 1931 
with 1929 and declared that they 
are better than the profits of 1921 
compared with 1920, two periods 
that have much common. The shoe 
sample they give is as follows: 

“The 1931 earnings of the thir- 
teen shoe manufacturers were 
54.06 per cent less than in 1929 
and 53.87 per cent under 1928. 
Two of the thirteen made more in 
1931 than in 1929, but none ex- 
celled their 1928 showing. 

“In the group of shoe manu- 
facturers for 1931, the earnings of 
fifteen companies were $11,270,000 


‘as compared with $15,130,000 in 


1930, a decline of 24.85 per cent, 
which is substantially smaller than 
the average decline for all lines. 
Four of the fifteen companies re- 
port larger profit for 1931 over 


1930.” 
* * * 


(cnteary to the 


tradition that men won’t accept a 
style that women started first, be 


it known that in Chicago they are 
selling suede shoes for men, un- 
lined shoes for men, punched and 
ventilated shoes for men—and 
they are even considering sandals! 


* * 


dd 
An Week in Boston” 


organized four years ago by the 
Boston Chamber of Commerce, 
will again have the active coop- 
eration of the New England Shoe 
and Leather Association, as well as 
of leading local organizations rep- 
resenting other industries. One of 
the underlying purposes of this 
movement is to emphasize the im- 
portance of bringing out the quali- 
ties of the artistic in manufactured 
products, and there is no modern 
product that lends itself more ef- 
fectively to the art idea than foot- 
wear. 

The New England Association, 
in a special bulletin, urges the man- 
agers of Boston’s three hundred 
or more retail shoe stores to recog- 


ALWAYS HAVE BOUGHT——. 
AND ALWAYS WILL , 


ees a 
iy ht 


nize this event by arranging ap- 
propriate window trims for the 
week of April 10 to 16. It is sug- 
gested that if possible there be 
some recognition of the George 
Washington Bicentennial celebra- 
tion in connection with these win- 
dow displays. Buff and blue are 
suggested as appropriate colors. 


* *k * 


the battle of 
the osteopaths! The British open 
the battle with Dr. P. B. Roth be- 
fore the Royal Society of Medicine 
in London—who says “the wear- 
ing of high heels is a perfectly 
harmless vanity.” 

The American champ, Dr. L. 
Mason Beeman, before the Osteo- 
pathic Society of New York City, 
counters for low heels with “the 
ladies in high heels are thrown out 
of balance and are made to gro- 
tesque their normal, charming 
selves.” 
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_ By 
AL RUBY 


The little fellow 
sitting on the top of this pole is 
Gandhi—you know the great man 
of India. I understand he at- 
tended a fraternity dance the other 
night, and one of the girls asked 
him if she could wear his frater- 


nity pin. 
* x 


WV hat won't they 


do to sell shoes—one of the best 
known traveling shoe salesmen has 
taken up hypnotism. Lo and be- 
hold, I thought it was all in jest 
until I walked into the Palmer 
House the other day and saw one 
of our leading shoe retailers under 
the influence of one of these hyp- 
notic spells. 

It seems there were at least a 
half dozen of this man’s best clerks 
with him, watching the ordeal. 
One of them remarked: “If no- 
body snaps their fingers, he will 
have a good season this year.” 


* * * 


A shabby sort of 


individual wandered into a shop 
on the Bowery in New York one 
day and bought a 19c. undershirt. 
While waiting for his change, he 
said to the little storekeeper: 
“You keep shoes, don’t you?” 

The little merchant got very ex- 
cited and said: “Say, you would 
not like to have a job, have you? 
How can a man be so smart like 
you. You swatted it right on the 
head the first time. We have 
pants, suits, neckties, collars, 
underwear, belts, handkerchiefs, 
overcoats and shoes. We sell 
everything here, and we keep the 
shoes; but how could you figure it 
out so quickly? Huh? What a 
shoe retailer you would make!” 

Too many shoe stores keep shoes 
instead of selling them. 
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Shething of more 
sizes, an ever present quest of the 
skilled fitting clerk, a report comes 
from Lynn, Mass., of a run of 194 
lengths and widths now going 
through a last factory, and soon 
to be used for the making of shoes 
of that many dimensions. The 
lengths range from No. 2% to No. 
12, and the widths from AAAA to 
EEE. The bulk of the orders call 
for lasts from No. 4% to No. 9, 
AAA to EEE, which is a fairly 
common run in many stores that 
deal in women’s shoes. It’s the 
extremes that are interesting. 

The smallest of these lasts, the 
No. 2% AAA, is scarcely 9 inches 
long, and a bit more than 2 inches 
wide. ‘It looks like a lath from a 
fence” one critic exclaimed. The 
largest of these lasts, the No. 12, 
EEE, measures 12 9/16 inches in 
length, and a strong 4 inches in 
width across the ball. Its girth, 
around the instep, is like unto that 
of a small post of a fence. If the 
old rule holds that the height of 
the body is six times the length 
of the foot, then the Amazon who 
wears a shoe made over this Jum- 
bo last must be more than 6 feet 
tall. 

While this run of 194 lengths 
and widths may seem an astonish- 
ing range of sizes, yet some of the 
last makers, who are busy with 
the problem of getting more shoes 
fitted tight, are predicting that in 
the not distant future more than 





300 different lengths and widths 
will be made for current consump- 
tion in pavement pounding. 


* * * 


A number of 


extra fine suitcases, the leather for 
which was selected from 2000 cow- 
hides by the Scherer Leather Co., 
Milwaukee, are being manufac- 
tured by Abel and Bach for Pres- 
ident Hoover’s use. They were 
erdered by one of the well-known 
manufacturers of the more expen- 
sive makes of motor cars. Each 
set consists of two suitcases and a 
hat box made to fit into a special 
automobile trunk. 

In all Scherer Leather Co. 
chose 50 hides from the 2000, mak- 
ing from this number 44 additional 
sets for use of officials in Wash- 
ingtori. 

x * * 


) Ohio 


has annually conducted a drive to 
collect old shoes for unemployment 
relief. The usual collection is be- 
tween 4000 and 5000, out of the 
closets and storage. This year, 
with an extra effort made in the 
solicitation of old shoes, the com- 
mittee expected to gather at least 
10,000 pairs. It could only raise 
2500 pairs, and by this token be it 
known that in Youngstown vicinity 
the surplus shoes of the public are 
reduced to the minimum. 


“Psst, Senator! Walk on your hands.” 
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How Dumb Is the Public? 


What Kind of an Advertising Appeal Will Coax Dollars 
Out of Reluctant Pockets to Buy Needed Shoes? 


By PELHAM BARR 


l don’t know which are worse, 
the ads or the editorials, but every day and every 
hour I am getting sorrier and sorrier for myself for 
being one of the public. 

By the time this is printed, I shall be one of the 
dear, great invisible hoardience, exhorted and threat- 
ened, wheedled and shamed, into stopping my nefari- 
ous hoarding. Every time I go into the lobby of an 
office building or big store, every time I turn the 
radio knob, every time I go to the bank or to church, 
[ shall be asked to put my hand into my inner vest 
pocket and pull out the $1,300,000,000 I have sewed 
up there. 

The reason why I am hoarding, I have been told, is 
that I have lost faith in America. Business is all shot 
to pieces because it was I who didn’t know it was 
loaded. It’s all my childish perverseness. I have 
stopped buying for the same reason that kids won’t 
go upstairs in the dark. In 1929 I continued to buy 
stocks for the same reason that babies suck their 
thumbs when they are told to stop. The only thing 
that’s wrong with this country is my psychology. All 
this I have been told in ads and editorials and in the 
pleadings and denunciations of public-spirited 
citizens. 

Especially public-spirited citizens. The popu- 
lation of the United States, and of the whole 
world, is now divided into two classes: The 
public and public-spirited citizens. The public, of 
which I am a lowly member, is the 
caste which just sits around and does 
nothing until it is told, and then usual- 
ly does the wrong thing. The public- 
spirited citizens are those who 
tell the public what to do. The 
highest rank in the public- 
spirited citizen caste is the 
“publicist.” He is called 
that because he 
has no regular 
job. If he has a 
regular job, he is 
called economist, 
financier, indus- 


trialist, merchant, banker, college president, states- 
man, legislator or public official. If you’re just a 
storekeeper and mind your own business, you’re one 
of the public. 

The public is dumb, in every sense of the word. 
The public-spirited citizen is invariably articulate, be- 
sides being a great philanthropist, statistician, sociol- 
ogist and inspired leader rolled into one. A member 
of the public gets into the headlines only if he mur- 
ders or is murdered ; a public-spirited citizen gets into 
the headlines by opening his mouth. The ultra-ac- 
complishing public-spirited citizen can get into the 
headlines by keeping his mouth shut, especially when 
ke should open it. 


“They just sat right down 

on the railroad tracks and 

nuthin’ was never goin’ to 
go nowhere.” 
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The best way to teli if conditions im this country 
are not so good is to see if there is an unusually large 
number of public-spirited citizens. In the last year 
or two they have outnumbered the seventeen-year 
locust by three to one. 

One of the reasons why | am beginning to be 
discontented with my membership in the public is 
that the public-spirited citizens who are telling us 
what to do now are the very ones who told us 
what to do in 1928 and 1929. Not that | harbor 
any peeve; I forgive and forget. I am a mem- 
ber of the public, and the memory of the public 
is like a sales-book with the carbon reversed. 
But I just can’t help racking my numb brain and 
stewing around. Aren’t some of these public- 
spirited citizens, the bankers, the very boys who 
started this hoarding ? 

They are. Last Summer, 
while I was still a happy 
member of the 
public, I wrote 
my first article 
for this mag- 
azine. Not 
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knowing any better, because no public-spirited citizen 

had told me, I tried to point out that the trouble with 

business was that the bankers thought that all the 

money belonged to them. I was irreverent enough to 
indicate that the bankers were so scared out of 
their wits that they were frozen to their vault 
lids ; that their credit policies to merchants and 
manufacturers were based on the idea that bus- 
iness was never again going to be good. Now, 
even the public-spirited citizens on the Potomac 
have begun to realize that all this bankers’ talk 
about being liquid is just so much gas. 

The bankers in the last two years became 
ardent followers of Mahatma Gandhi. They 
just sat right down on the railroad tracks and 
nuthin’ was never goin’ to go nowhere. But 
our legislators were too smart for the bankers ; 
they sat down too. Now they have discovered 

that they can’t outsmart or out- 
sit them and they are adopting 
new tactics. We and our legis- 
lators are now promising the 
bankers almost anything if they 
will only be nice boys and loosen 
up. Their securities have been 
marked up so that their state- 
ments can look prettier, while 
they kept on pounding the desk 
and bellowing at their custom- 
ers to cut down their inven- 
tories. They have been given 
new gadgets for the reserve 
machinery. They have been 
given a_ Reconstruction 
Corporation so they can 
reconstruct what they tore 
down. They are being 
handed the money with 
which to loosen up! 

But what are the poor 
devils of storekeepers and 
white-collar men and over- 
all workers being prom- 

ised? Don’t be silly; it’s all 
their fault. If they would only 
stop hoarding, prosperity 
would return. Is there a Re- 
construction Corporation for 
unselling the goods which were 
sold at bankrupt sale prices? 
Is there a Reconstruction Cor- 
poration for reviving busi- 
nesses which have’ been liqui- 
dated to death in the last two 
years? Is there a Reconstruc- 
tion Corporation for mending 

[TURN TO PAGE 44, PLEASE] 
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WHAT THE SHOE 


> THIS is the fourth installment of the RECORDER’S 
seriai story of how a typical shoe merchant is re- 
making his business to conform to the necessities of 
these changing times. John Mahn, who, in previous 
chapters, has faced and solved the problems of com- 
petition, buying and how to do more business on less 
stock, now tackles the clearance sale. His story is 
based on an actual study of shoe store conditions. 


- time John Mahn looked 
at his stock on his shelves he thought of the dollars 
that should be in his cash register. His particular 
irritant was the short run of stock in broken sizes 
that seemed to cling to the shelves instead of “clear to 
the pair.” He knew that bank money was difficult 
to get and resolved to keep his own dollars in motion. 

John Mahn wants to know whether it is best to 
clear stock when the semi-annual season comes around 
or to start clearances on a given lot the minute sizes 
become broken. Sensing a slowing up of retail scll- 
ing in mid-April, he wonders whether it would be best 
to P.M. the entire lot and to clap on an extra heavy 
spiff on the tough selling sizes and styles. Not so 
many seasons ago he would stop the town with his 
semi-annual sales—events in the life of trade—police 
guards and all that sort of thing. 

What clearance is a thrill in any customer’s life 
today? Shoes held for clearance have been known 
to stick around for many a markdown season. Immov- 
able types in the affectionate arms of storage shelves. 

Shall John and the store go to dating the stock 
like they do camera films with the following notice: 
“Not good after sixty days from 193—”? 
This seemed at first a rather fantastic idea, but on 
deeper thought it had certain possibilities too good to 
be wholly disregarded. Eventually this method was 
worked out. All shoes were dated with an easily read 
code system, so that the date of receipt was never in 
doubt to those in the store. This marking did not 
mean a thing to the customers, however. For what 
did 1 A, 2C, or 2D mean when it preceded the reg- 
ular stock number? 

To those in the store it conveyed the definite infor- 
mation as to when the shoes were added to the stock. 
Decoded, these markings readily told that a shoe 
stamped 1 A, came in the store in January 1931; 2 A 
represented January, 1932; 2 B represented February, 
1932. Figures in the code allude to the year wit! 1 
meaning 1931; 2, 1932; 3, 1933; and so on. Letters 
refer to the month with January as A, February as 
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STORE IS THINKING ABOUT 


Is It Better to Clean House Twice a Year 
or Have a Sale Whenever Sizes Are Broken? 


B, March as C, April as D, and on to December as L. 

Stock number instead of reading just 3652, would 
read 1E3652, or 2G3652 as the date received would 
warrant. These code marks were added in the store 
and not at the factory. They were not considered in 
taking off sizes. 

In going over the situation with the boys on the 
floor, it was decided that all would watch the code 
numbers when selling shoes in order that all the older 
stock would be automatically moved out first. With- 
out some sort of a dating arrangement, it is possible 
that the new shoes might be sold first. This is espe- 
cially true where there were several pairs of the same 
size on the shelves at one time, and new ones coming 
in all the while, as in the case of many of the year- 
round staples. 

This arrangement has been in operation for nearly 
a year now and has proved a very happy one for the 
well being of the stock of the store. 

Now the question of just what would be the best 
procedure to stimulate sales in mid-April was one 
which took much conjuring. Mid-season sales never 
did set just right, especially now as most all sales have 
lost their spiciness. Then, too, John felt that his store 
should not be the one to start any pre-season “cut 
price” orgy. Such affairs were bad enough during 
the regulation slow sale period, but most distasteful 
to all good stores when conducted during the begin- 
ning of what should be a long profitable selling season. 

Here was the problem: How to clear out the neces- 
sary dead wood from the shelves, and at the same 
time how to prod more customers into buying more 
shoes with no backfire from either process. 


Fheppay the solution came as clear 
as crystal one Sunday morning when—ssh, he was 
a-fishing instead of being in church—. Be that as it 
may, this solution was quickly translated into action, 
for of what use are bright ideas and solid thinking 
unless they are made into deeds. 

Monday morning the entire staff were told of the 
proposed program. Each man and woman received 
instructions as to the part they would play in this com- 
ing business drama, for John was a great believer in 
passing on to each one his or her full share of respon- 
sibility. Somehow this procedure gave all a gratify- 
ing sense of duty. 

The plan evolved was that there was to be no dis- 
turbing public sale, but rather a series of private de- 
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partment offerings over a period of ten days. All 
publicity to be done through the mails and by tele- 
phone. The first three days of this unique selling 
session which were on a Thursday, Friday and Satur- 
day, were to be devoted to the clearing out of the 


- short lines and the general promotion of the children’s 


and the growing girls’ sections. The scene of action 
would be shifted to the women’s department during 
the first four days of the following week, with the 
Friday and Saturday given over to the men’s shoes. 


John reasoned a sale so 
arranged would in no way disturb the general trend 
‘of the store’s business. No mention of the private 
sale was to be made in either the windows or the 
newspaper advertising. To the casual passerby busi- 
ness was going on as usual with perhaps a little more 
activity in the store than ordinary. The windows 
looked even better than ever, for Ben whose job it was 
to look after them has taken special pains to spot- 
light the newest and prettiest shoes. No hint of a 
sale was in any of the window displays. 

As the Composite Shoe Store had its mailing list 
segregated into these six major divisions, Men’s, 
Women’s and Children’s in both local and suburban 
addresses, John’s plan of separate sales in each de- 
partment was most practical from a promotion stand- 

[TURN TO PAGE 58, PLEASE] 









Fashion Puts the Punch 


Perforations Give Ventilation Without Sacrificing 
Supporting Quality of Closed up Types of Shoes 
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Shooting the shoe full of holes” 
has been resorted to this year more than ever be- 
fore. With the style swing toward oxfords and 
closed up types of pumps, perforating solved the 
problem of giving ventilation to the shoe and at 
the same time adding a touch of lightness that is in 
keeping with the Summer season. The introduction 
of unlined shoes gave perforations a further im- 
petus. 

The idea was taken from women’s shoes into 
men’s and children’s footwear. In the latter, of 
course, the barefoot sandal, with plenty of ventila- 
tion has long been a staple Summer seller. Per- 
forated oxfords give ventilation and a new style 
treatment. For men, the idea of ventilation is prob- 
ably of more importance than the style feature. 

Although deep sun-tan— 
the burned to a cinder va- 
~. riety has passed out of the 

OM fashion picture, the public 
is still sun and air minded. 
largely from the standpoint 
of health. Ventilation in 
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Ventilation begins early. A 
styleful perforated model in 
a child’s shoe of brown, 
smoke or white elk 












This semi-dress, turn oxford 
of white kid, combines both 
perforations and _ stitching 
giving a mesh effect 













This dressy street pump of 
black or brown calf uses 
the perforations for pattern 
design. Light weight welt 
with solid leather heel 


















For street wear—Plain or 
two-toned combination in 


’ which the panels are perfo- 
Some women can’t wear rated. Light welt construc- 


open shank, cut-out sandals. tion 
They need a firmer founda- 
tion. Ventilated closed-up 
types solve the problem 
















Boot AND SHOL RECORDER 
18 combining THE SHOE RETAILER, April 9, 1982 


se 





in Summer 


our homes, workshops and offices is almost a fetish. Small won- 
der, then, that it has been carried over into our garments. The 
old song, “Let a Little Sunshine In,” has been modernized to 
let in all the sunshine and air that is possible. That goes for 
houses, buildings and clothes, and most of all, for shoes. 

The extremely cut out sandals were developed mainly as a 
means of allowing air and sunshine to reach the feet. The diff- 
culty was soon encountered with the fact that many, many women 
couldn’t wear the extreme types of these sandals because of the 
need for more support that these mere wisps of shoes gave. 
They wanted and needed something a bit more substantial, some- 
thing with adequate support, yet they wanted ventilation. Fabric 
meshes were introduced and solve the problem to some extent, but 
meshes do not furnish the amount of substantial support de- 
manded by many. The next step in the evolution of the ventilated 
shoe was the perforation. Perforations are not new in shoes, 
having been used as a means of decoration for many years, but 
the application of perforations, mainly as a means of ventilation 
in footwear is a new movement, that, according to many, has not 
yet reached its greatest use. 

On these pages we show you how perforations have been ap- 
plied to a wide variety of shoes now on the market. Many of 


them are on the merchants’ shelves. The point is that these shoes | 


can be sold more readily if the merchant and his salespeople will 
stress the point, in their contact with the public, that perforated 
footwear has certain health features, through its ventilation, at 
the same time giving more 
support to the foot than is 
found in most other types of 
found in most other types of 
Summer footwear. Better 
foot health always is a good 
talking point. 


For spectator sports or country wear 

—a three eyelet plug oxford of 

stainless back boarded calf, using 

perforations as the only decora- 

tion. Cemented sole construction 
with solid leather heel 





Dressy town type oxford of brown 

kid with panels of brown felt 

heavily perforated. Turn construc- 
tion, covered heel 
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Footwear 


Health and style are effec- 
tively combined in shoes 
when punched holes are 
part of the pattern design 





For men or boys—a real 
sport shoe of autumn brown 
elk heavily perforated in the 
vamp and carrying a cordo- 
van saddle and backstay and 
gristle rubber sole 


A man’s spectator sports 

shoe of two-toned calf or 

black and white or brown 

and white combination, perf- 

orated in both vamp and 

quarter. Rubber heel and 
leather sole 


Another man’s _ spectator 
sports model in two-tone 
calf, moccasin pattern with 
perforations and _ stitching. 
Rubber heel and leather sole 


> 














Double Your Sales Appeal by 


Merchandise Displays and Newspaper Advertising Form Two Avenues by 
Which the Shoe Store Can Reach the Customer. Sales Appeals That Travel 
Both Roads Simultaneously Are Most Effective in Producing Business 


vWv 


= has come and gone 

and the retail merchant now settles down to a serious 

job of his Spring merchandising program. It is the 

time for a new vigor in advertising, a rebirth of selling 

energy timed with the reincarnation of the “green 
things growing.” 

Throughout April let your window carry a mes- 


This R. H. Macy & Co. window features patents, 

with bags and belts of the same material to com- 

plete the ensemble. Patent leather shoes for 

women are selling very strongly this season at 

Macy’s, and the reason why is well illustrated in 

this window and the coordinated newspaper 
advertising. 


PATENTS 


Vv 


Vv 


sage of Spring, emphasizing the natural human urge 
to renew at this time of year. 

The R. H. Macy & Co. window, illustrated on this 
page, shows several types of patent shoes, the sandal 
oxford, the high-cut strap, the cord-stitch opera and 
the T-strap sandal, linking the footwear with patent 
bags and belts as appropriate accessories. The appeal 
of the window is purely one of merchandise, the at- 
tention being centered on the large drum platform in 
the background which is covered with patent, making 
that the predominating note of the display. The wit- 
dow relies on simplicity and symmetry for its effective- 
ness, with a price card bearing the slogan, “Patent’s 
the pet of the Season,” the only non-merchandise ele- 
ment in the display. 

A large proportion of all the women’s shoes sold «t 


*. 


She pt & Be some t 


wied ot 


664 +1794 1974 
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Linking Up Ads W indows 





Macy’s at this time of the year are patent leather, and 
the reason why is well illustrated in this window and 
the coordinated newspaper advertising. 


There are many ways of creating 
the desire of possession via your advertising space, but 
no one can deny that the showing of actual merchan- 
dise in the store window has the strongest appeal of 
all. This is why many merchants consider that an arti- PATENT 
cle well displayed in the window is 50 per cent sold. CORD-STITCH 

; ‘ OPERA 
However, to weigh that percentage in favor of the $7.94 
merchant, it is always wise to do the next best thing— : 
show actually drawn pictures of your goods in your 
local newspaper, increasing your audience and making 
your attack on the consumers who pass your window 
also double-barreled. Window displays and newspaper 
ads should be coordinated closely and linked together 
whenever practicable. 

There are five definite elements in this ad, each per- 
forming a special function. They are (1) illustrations, 
(2) price and description, (3) slogan, (4) selling copy, 
and (5) the firm name. The slogan makes the first bid ! 
for attention, striking a style note which always has Dp ATE NT S 


399 


selling value. The alliteration of “patent’s” and “pet” 
is effective and intrigues the reader. The drawings the Pet of the Season! 
show clearly the cut of the shoes while the copy beside — 
each sketch tells the name and price. All these things Let the dull leathers tone in with dull Winter wardrobes. Spring's 
are essential for the complete selling job. The copy in the time to let your feet iwinkle! And this is the particular 
: : ° a. : Spring to do it—because patent leather’s far and away the most 
smaller type at the bottom is written in feminine ail fashionable leather there is. Every fashion report we've seen 
gon, calculated to appeal to the style-conscious women stresses patent first and foremost. Macy's has more new pat- 
—light and airy, yet each statement presenting a rea- ent leather shoes than you could count in a day—all in new 1932 
son for buying patents. Then the department loca- designs (cut-outs especially )—all typically low priced. 
tion, essential in the case of a large store, and finally 
the name, in large type, which completes the presenta- 


ton weer MACY’S 


acntedy Soe ent 34TH STREET AND BROADWAY 


WOMEN'S SHOES—Macy’s Second Floor, Broadway Building 














The coordination of window and 
newspaper advertising requires careful planning and 
your advertising man and display man must work — the intriguing lines used by the Macy ad man 
hand in glove. Schedules should be exchanged so to attract the attention of feminine buyers. 
that there will be an interplay of suggestions and Timeliness and style, with effective selling copy, 
ideas. When outlining your advertising program for amplify the appeal of the slogan and provide 


“Patent’s the Pet of the Season” and “Spring’s 
the time to let your feet twinkle!” These are 


definite reasons for buying the footwear which 


a certain period, i i rsa 
period, select one promotional idea for your is illustrated. 


theme and feature that in every medium that is used. 
This is the “scientific frontier” of the retailer. 
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“Cheat Shoes versus Cheap Shoes 


The poor too often pay 
for their poverty in cheap and shoddy merchandise. 
There is a difference between “cheap” shoes and 
“cheat” shoes and that’s the real point at issue. In 
these days of acute unemployment, shoe men realize 
that the public wants the “most for the money” and 
that part of the public finds it difficult to raise even a 
few dollars for footwear. Why then should a per- 
son in distress be led by cunning advertising to buy 
trashy footwear when meritorious shoes can be bought 
for a little more? 

We could fill this page and more with examples and 
arguments as to why honest shoes, bought from 
honest manufacturers, should be sold in an honest 
way. The thing to do is to criticize constructively. 

A pair of shoes advertised as “dull black gun- 
metal finish” is not gunmetal in a leather sense—even 
though the oilcloth had that sort of a finish, We 
found that for twenty cents more it would be possible 
to make it an upper of leather that was honestly a 
gunmetal leather and as such lift it from the “cheat 
shoe” distinction to a cheap shoe of wearable merit. 
Six cents more put into the soles would lift the shoes 
out of the worthless class into fairly good wearability, 
for there comes a point in sole leather where even the 
difference of a few cents means a month’s added wear 
under foot. 

We are asking a number of material sources to 
study these “cheat” shoes and to show us how little 
extra it would take to make the shoes serviceable and 
presentable—for we have an idea that the way to 
correct shoe cheating is at the source and not at the 
fitting stool. There is really no excuse for dishonest 
shoemaking when there are so many sources for ma- 
terial willing to go the full distance in creating an 
honest market. 

It is time that a substantial industry took a stand 
on honest shoes and honest advertising, instead of 
cheat shoes and false standards. We can do a real 
service at this time in recommending good, honest 


shoes at a price that the distressed section of the 
public can afford to pay. The whole public should 
not be led down the path of cheapness for a meri- 
torious article is worth the price in all of the upper 
grades. 

We have reached the time where we have to con- 
sider not only values for the public to buy but good, 
honest prices that the merchant can afford to sell 
shoes at. We do not want to see complete business 
paralysis—which will come if the merchant continues 
to sell at prices that bring him no return for his 
labor. 


Can Industry Afford It? 


Now that the subject of 
the annual shows has been brought out into the open 
by the statement of President Roger A. Selby of the 
National Boot and Shoe Manufacturers Association, 
may we insert a pertinent question, “is this a year to 
hold two shows—one national show Dec. 6 to 9 and 
another one Jan. 8 to 11? 


Can industry afford the duplication of expense in- 
evitable to two shows held so close together? 


In next week’s issue, President A. H. Geuting of 
the National Shoe Retailers Association, will express 
his opinions on the annual show subject. Consider 
both statements ! 

Then it remains for the entire industry, as a com- 
mittee of the whole, to consider the subject in the 
light of the greatest good for the greatest number. 
Just as the national government is considering every 
item of expense, it is wise for a trade to consider the 
costs of its annual shows. 

This is no time for unnecessary expense, for waste 
of time and money—so we propose to bring the sub- 
ject right out into the open at this time, for ultimately 
the public pays—even for trade shows. 
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Smoothness and calm 
In these times of stress, 
Requires different balm 
Selecting ‘“mi-lady’s” dress. 





ROSEBAY WILLOW CALF 
We contribute in behalf, 

Of better and smoother shoes 
To eliminate your blues. 


You ask what you gainer 
Why not write us for a change, 
We'll gladly explain 
That ROSEBAY likes your 
price range. 


Are you “glistenin’”’? 


AMERICAN HIDE AND LEATHER COMPANY 


OSTON. $. 
$t Lours CHica MA CINCINNATI 


AMERICAN HIDE Ste LEATHER COMPANY. inc. AMERICAN HIDE ano LEATHER COMPANY. v1. 
ew YORK 


NORTHAMPTON awo LEICESTER, ENGLAND 


AMERICAN HIDE 4 AND LEATHER COMPANY. S.A. 


. Franc 
CALF ano S108, Upper Learner TANNERIES DoLtiver aR ano | Bro., SAN FRANCISCO 
ut 


yD Bat LSTON-Spa PACIFIC COAST ano OR 
fa 
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Shoe Manufacturers Association States Its 
Position on Annual Shows 


By ROGER A. SELBY 


President, 


National 


Boot and 


Shoe Manufacturers’ Association 


A press release from headquarters 
of the National Boot and Shoe Manufacturers Asso- 
cuation carried this attached memoranaum: 

“In view of controversial elements involved and 
possible misunderstandings, we are compelled to, re- 
quest that if the attached statement by President Selby 
is published in your columns, that it be published in 
full.” The statement follows: 

“Roger A. Selby, president of the National Boot and 
Shoe Manufacturers Association, has issued to the 
members of the Association the following statement, 
reporting a conference between representatives of the 
Manufacturers Association and the National Shoe 
Retailers Association on the subject of the desirability 
of combining the annual shows now held by each of 
the associations : 

“Following a number of informal conferences be- 
tween representatives of the National Boot and Shoe 
‘Manufacturers Association and those of the Retailers 
Association, representatives from the two associa- 
tions met by appointment in Chicago, March 17, 1932. 

“The ensuing discussion, which lasted several hours, 
was on a full, frank, and friendly basis. The issues 
were very clearly defined; and the manufacturers’ 
position made clear to the effect that the manufactur- 
ers had made no commitments or arrangements that 
would preclude their joining with the Retailers on 
any mutually satisfactory arrangement that could be 
worked out. 

“The Manufacturers representatives presented to 
the Retailers Committee for discussion the following 
proposal, which proposal upon canvass of members of 
the Manufacturers Association had received the largest 


support : 


“*That manufacturers recognize the value of a Re- 
tailers Association and desire to support their activi- 
ties along the lines of educational work, etc., that we 
believed it practicable to collect a participating fee of 
$20,000 to $25,000 for the budget of the Retailers 
Association, in addition to registration fees from ex- 
hibitors at the National Seasonal Opening; and that 
the Manufacturers extend to the Retailers a cordial 
invitation to hold their Convention under their own 
auspices in New York during the National Seasonal 
Opening in December.’ 


“After a thorough discussion of our proposal, the 
Retailers Committtee held a separate meeting, follow- 
ing which they informed us that they were unanimous- 
ly in agreement on the following points: 

1. That our proposal was no tacceptable. 

2. That they would proceed forthwith with com- 
mitments for their own show in Chicago in January, 
1933. 

“Following these statements, we inquired if they 
had any counter proposal to make to the manufac- 
turers ; and they replied that they had none. The Re- 
tailers Committee definitely indicated that they were 
not receptive to any form of cooperation this year. 
The only suggestion was that expressed by one indi- 
vidual of their Committee that we give up our Season- 
aal Opening this year and wholeheartedly support their 
show in January. They stated, however, that they 
recognize the desirability of combining the two shows 
and suggested the continuance of negotiations with 
a view toward finding a common ground another year. 


"Ps a result of this definite and 
conclusive action on the part of the Retailers Asso- 
ciation, that part of the Manufacturers plan providing 
for participation by the Retailers Association in our 
National Seasonal Opening in December will be 
eliminated. Those who have already remitted to in- 
clude the participating fee will receive refunds of the 
participating fee. 

“The success of the National Seasonal Opening 
sponsored by the Manufacturers last November dem- 
onstrated its effectiveness in obtaining the objectives 
sought. It has served to present and confirm the 
trend in styles, patterns, colors and materials. It has 
presented to retailers the early season samples. It has 
supplied buyers with the information on which to 
base their preliminary buying, and offers assurance of 
quantity buying with safety when salesmen call on 
retailers in the regular course of their trips. It has 
removed that excuse so frequently offered by dila- 
tory buyers that they are afraid to buy “until after 
the January Shows.” It is a definite move to start 

[TURN TO PAGE 58, PLEASE] 
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A Foot Health Week window that any merchant can build at small expense. Good window displays form the best way to sell foot health to 
your customers. 


Plan Sales Building Window Displays 


for Foot Health Week 


April 18-23 in Every Shoe Store 


Eins retailer who sells corrective 
or orthopedic footwear, or who makes a specialty of 
corrective fitting, should tie in with the National Foot 
Health Week promotion, April 18-23. And every 
merchant who features Foot Health Week should plan 
an effective window display that will serve to bring 
Foot Health to the attention of the public. 

Two suggestions for Foot Health Week windows 
are given herewith. Either of them can be worked 
out without difficulty or undue expense. Or with 
minor changes they can be adapted to the require- 
ments of any store or any size or shape of window. 

To make the most of Foot Health Week, mer- 
chants should plan to run an effective newspaper ad 
the week preceding, preferably on Friday. Or if the 
store makes it a practice to use the Sunday newspapers 
a good ad should be published the Sunday before the 
opening of Foot Health Week. The window display 
should be put in Friday night or Saturday night at 
the close of business, so as to be ready Monday morn- 


ing. 


Most newspapers will be found willing to cooperate 
with merchants by running publicity material about 
Foot Health in the news columns the week before and 
especially in the Sunday issues, provided such copy 
is furnished them. If there is an association of retail 
shoe merchants in your city, the best plan is to co- 
operate on the publicity and engage some bright news- 
paper reporter or publicity man to prepare the copy. 

Since the idea of Foot Health Week was originally 
developed by the chiropodists, it will be helpful to 
consult with their organization in your community, or 
if there is no local organization with some outstand- 
ug member of the profession regarding publicity. 
The national association of chiropodists has issued a 
wealth of material to its members which can be 
whipped into good newspaper copy by any capable 
publicity man. The important point is to make sure 
that copy is supplied to the papers in usable form. 
Don’t leave it entirely to the newspapers to provide 
news stories about Foot Health Week. They are 
usually too busy covering news which from their 
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FREQUENTLY WE ARE TOLD 


CONSUMERS DO NOT CARE 


how a shoe is made. That may hold for ordinary foot- 
wear. But haven’t you noticed whenever turn shoes 
are advertised in the newspapers the turn construction 
is prominently featured—and a great deal of turn foot- 
wear is being so advertised lately. To paraphrase, “Fifty 


million shoemen can’t be wrong.” 


There must be a 


consumer preference for turn shoes, and—if we can 
judge from the number we are selling and the increas- 
ing volume of newspaper advertising—the preference 
for turn shoes is sweeping the nation. ; 


Are you keeping abreast the tide with a line of 


turns made by past masters of the art—and 
priced to be within the reach of all? 


Medium rounded toe last 
20/8 Cuban Louis Heel 
Pastel Green Lining 


$3.50 








NOTE 
THE NEW LOW PRICES 
FROM $3.00 TO $3.50 


Terms 5%—10 days 
* 


Additional charge of twenty-five cents per 
pair on orders less than three pairs 


* 


FIVE NEW 
TURN.-PATTERNS. 
IN STOCK TO RETAIL 


No. 37102—BLACK KID 
AAAA to A 
B 


No. 2680—PATENT DEL RIO 
- to A 42 to8 


16/8 Cuban Louis Heel 
Pastel Green Lining 


No. 1680—WHITE KID with 
Pink Lining 
$3.50 





No. 2108—PATENT LEATHER 
AAAA to A 
B 


All Black Lining 


nae 


Pee, 
a | 


i. 


“ONE GOOD TURN 
SELLS 
ANOTHER” 


7 
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An effective Foot Health Week window display that can be adapted to the use of any shoe store, anywhere. 


standpoint is of greater importance. They will co- 
operate if the material is supplied to them. Other- 
wise they may pass it up and Foot Health Week may 
receive only a perfunctory mention. 


O. the other hand if the 
newspapers are made to see that Foot Health Week 
offers an opportunity for them to obtain extra adver- 
tising from shoe stores, they will usually go the limit 
in publicity cooperation, even to the extent of assign- 
ing a staff man to write the copy. If you have an 
association of shoe men, appoint a committee to call 
on the newspapers and tell them the story of Foot 
Health Week. 

The value of newspaper ads and publicity in the 
news columns can be increased very materially if they 
are followed up by good window displays during Foot 
Health Week. The windows will serve to remind 
the people who pass your store, and those who have 
experienced foot troubles can be persuaded to come 
in and be fitted with the types of shoes they need. 
Whether they come in or not at this particular time, 
they will be impressed with your advertising and dis- 
plays, and the publicity will enhance your prestige as 
a community center for corrective shoes and good fit- 
ting. It will bring you business, not only during 
Foot Health Week, but for weeks and months after- 
ward. Foot Health is a cumulative, progressive bus- 
iness building idea for the shoe industry. 


WINDOW SLOGANS AND SHOW CARD 
SUGGESTIONS 


vv vv 
Foot Care Should Commence in Childhood 
Good Feet Are Essential to Health and Efficiency 
Try a Pair of Our Shoes and Feel the Difference 
Walk and Be Healthy i in the Right Kind of Shoes 


* * 
Walk to Work and Keep Fit for Business 


Come in for a Free Foot Examination and Fitting 
Your Feet Are Your Friends; Look Out for Them 

Put the Best Foot Forward and Wear the Right Shoes 
Spring Is the Time When Feet Need Attention 
Change Your Shoes Often and. Keep Your Feet Fit 
Don’t Ruin Good Feet with “the Wrong Shoes 

Step Out in Springtime; "Be Sure Shoes Are Right 
Walk the Road to Success | jin ‘the Right Kind of Shoes 
You Can’t Afford to Take Chances with Improper Shoes 
Right Shoes Spell Success i in Sport or in Business 

We Sell the Right Shoe ‘for Every Walk of Life 

Our Store Is Headquarters for Good Shoes, Rightly Fitted 


To Play the Game—and Win—You Need Our Kind of 
Shoes 
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CABANA 
GREEN 


COLORS 


in footwear blazed at Palm Beach, and 
made fashion history. Their popularity 
for Summer wear is assured 


Vode Suede Kid is favored for its bril- 
liance of color in the sun group, as well 
as a wide and practical range of pastels 


Having the inherent qualities of kid 
which flatter the foot, Vode Suede is par- 
ticularly popular for high style footwear. 


ALLIED KID 
COMPAN ¥Y 


STANDARD KID DIVISION 
200 SOUTH ST, BOSTON 
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PAUL O. CAMPBELL 


Who Directs Shoe Department of T. H. Campbell & Bros., 
Middlesboro, Ky. 


A successful store in a town of 
12,000 population carries men’s shoes on its shelves 
in sizes from 6 to 12, widths from A to E; women’s 
shoes from 4 to 9 in widths AAAA to EEE. This 
size range covers 65 selling sizes in men’s and 121 
selling sizes in women’s shoes. These shoes, of course, 
represent the staples or the corrective lines. 

No shoe store, whether it be located in a town of 
12,000 or 120,000, could possibly carry this long 
range of fitting sizes—that is profitably—unless it had 
the backing of strong factory in-stock departments. 
Feet require these sizes for proper fitting, so a mer- 
chant who is doing a good job of fitting must of 
necessity be fully equipped to do the right kind of 
work. 

When merchants order shoes from manufacturers, 
they want shoes—not back orders.or promises.to. ship 





Less Stock, More Sizes Produce 










Increased 


PROFITS 


ao me & 


Kentucky Merchant Uses Manufacturer's 
In-Stock Department to Advantage in 
Operating Shoe Business That Stresses 
Correct Fitting and Foot Comfort as Strong- 
est Sales Appeals 


Vv Vv VW 


“later. Pretty pictures in catalogues are poor substi- 
tutes for the retail man wanting merchandise. 

_It is one thing for a store to just stock a big size 
range. It.is another thing.to carry such a stock ina 
relatively small community AND TO MAKE 
MONEY IN SO DOING. 

From one of the hard hit spots in the country, a 
city that has been the center of bitter labor troubles 
during the past year, a cheery and intelligent message 
comes from Paul O. Campbell, shoe man for T. H. 
Campbell & Bros., Middlesboro, Ky. He writes: 

“You may wonder how we handle a range of sizes 
like I have outlined, but it is easy after you have 
“read how we operate a shoe department. We carry 
less stock but more sizes and we make more money 
than we could by trying to cover the whole field.” 

“The operation of a shoe department in a city of 
10,000 to 12,000 takes a good bit of work,” observes 
Mr. Campbell. “Almost every one, in the advertising 
of shoes, will stress quality, style or price. We stress 
fitting in all our advertising. Something that the 
potential customer wants above all else is COM- 
FORT. She may want style and she or he may 
want a particular color, but the whole want is based 
on comfort: Using this as a theme we weave all our 
work around it. We carry less stock but more sizes, 
and we make more money than we could by trying to 
cover the whole field. 

Our store has always been noted for its quality 
merchandise. We are a men’s clothing and furnish- 
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5434--WHITE AND FABRIC 
5484--BLACK AND FABRIC 


5493--BLACK AND FABRIC 
5492--WHITE AND FABRIC 
5491--GREEN AND FABRIC 


5438--BEIGE KID 
5437--BLACK KID 
5439--WHITE KID 
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(vie interpretations by 


Presenting .... Three new creations in a full line of ultra smart seasonal 


stylings, which charmingly express pre-eminent style supremacy, high 
quality and the artistry of fine craftsmanship. Beautiful shoes delightfully 
interpreted in new leathers, new fabrics and new colors... from the 
greatest line of five dollar retailers we have ever designed. 


Ln stock--ready for your selection 
WRITE OR WIRE FOR SALESMAN 


SPelers .... . Branch of |.S.Co. . . . . . ST. LOUIS 
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ing store, specializing in men’s, women’s and chil- 
dren’s shoes. We carry only the better grades of all 
merchandise throughout the store, and in keeping with 
this we strive to do likewise in our shoes. 


“W. carry two lines in our 
corrective shoes, a $5 and $6 line and a $10 and $12 
line. These shoes are in neat styles that are always 
good for almost any occasion, and are carried in 
about three to four styles each. That is, a black and 
brown tie, black and brown strap, occasionally a light 
color and always a white in season. These types of 
shoes we stock in sizes from AAAA to EEE in 
staples and from 4 to 9 for ladies. Men’s shoes are 
carried in a black and brown, both low and high in 
sizes from 6 to 12 A to E—and used in connection 
with a good in-stock department, so they can be 
sized in every week as they are sold. 

“Every shoe that goes into our stock carries a ticket 
with its history recorded thereon : Size, type,color, heel, 
cost selling price, description, date of stocking, date 
of sale and to whom it was sold. These tickets are 
filed and a permanent record made from them on a 
master size sheet as to the kind, type of heel, size 
and price. From this master sheet a lot can be told. 
We find from reading it the average price of the 
shoes we are selling and the sizes and heels. This is 
important in keeping a clean stock. The end sizes 
can be told at a glance, the rate at which they are 
selling and the widths. In buying we buy according 
to these percentages. 

“Individual cards for customers are kept, yecord- 
ing the dates of purchases and the size, width, price 
and make of shoe. These history tickets from the 
shoe boxes are posted to these customer cards, which 
takes little time, and we have a complete record of 
our customers and their purchases. 

“We go through our customer tickets every week 
and if these customers haven’t made purchases as 
regular as they should be, we drop them a line, telling 
them we have the particular shoe they are wearing in 
size they should have and remind them that they 
need shoes. A lot of our customers don’t even try on 
their shoes once we have fitted them, as they know 
that we have their size on record. 

“We specialize in foot comfort, too, having a de- 
partment for the correction of foot troubles, under 
my supervision. Having studied feet and their care 
and talking foot correction as well as advertising it, 
both by direct mail, newspaper and windows, it fol- 
lows that we have a lot of people who come in for 
foot correction. These are the best customers in the 
world and they are permanent customers if followed 
up in the right manner. SERVICE is the word we 
might use for the working of a good shoe department 
in small cities. 





THE HISTORY TICKET 
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Front of Ticket 


All shoes carry this ticket. From them, data used 
in Campbell store to make up both the stock control 
and the customer control records are taken. 

“In stock” tickets are segregated for reordering 
which may be every week or as the shoes are sold if the 
need arises. 
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Date 














Back of Ticket 





“We carry a lot of styles in chicken’ shoes too, but 
these lines are shorter and confined to the middle 
size range, where they sell in volume and are not re- 
bought over and over again but changed as they are 
replaced. 


d 

' Last year we decided 
that we would get more out of our shoes than we 
had previously done and instituted this system o! 
stock control. Taking our inventory of shoes as « 
basis; we set forth on this idea, to replace the shoe; 
we sold with other shoes until the end of the seaso: 
We did this very thing. Every month we bought th: 
amount we sold the month before for the entire year. 
changing the styles to suit the season and buying th: 
heels and sizes that were selling the best. Today we 
have a cleaner stock and fewer odds and ends tha: 
ever, with better turnover and smaller investment. 
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Scouting, Outdoors, 
Soon in Full Swing 


O@)iirar! 
Boy Scout 


Official Boy Scout No. 51 

Boys’ Brown Elk Moccasin Service 

Oxford, Grocord Sole, Rubber Heel, 

Welt, Scout Last. 

B, C, D, B U6 ccccccccccccce $2.60 
Gents’ Same, Flex-Dri Sole. 

B, C, D, E 11-184%........-- 2.25 
Men’s Sizes, Big Scout Last. 

B, C, D, E 6Yell...cccceeee 3.25 
Official Boy Scout No. 52 

Same, Black Elk. 
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[7 won’t be long now until the 
Boy Scouts and the Girl Scouts, and a whole 
army of other boys and girls, get ready 


for their summer outdoors. That means a | 


demand for Official Scout Footwear. Be 
prepared to get your share of this extra 
business. The demand for Official Scout 
Shoes is not confined to members of the 
organization. It sells just as freely to non- 
members who go hiking and camping. The 
big demand will be for the Official Moccasin 
Oxford which is illustrated. 


Our Official Scout Footwear is of the 
same high standard of quality and made over 
the same health lasts which distinguish our 
advertised brands— Buster Brown and 
Central. These names, stamped on the 
Official Shoes, 
The Manufacturer’s add extra con- 

own advertised sumer confidence. 

trade name Write for catalog 
BUSTER BROWN or see Brown Shoe 
wad or Central Shoe 


_ = salesman. Official 

G pears on es Ss 

” along with the Scout Shoes are 

OFFICIAL SCOUT carried in stock 
stamp. for immediate 


shipment. 























Licensed by the Boy Scouts of America to manufac- 
ture the Official Boy Scout Shoe. 


Licensed by Girl Scouts to manufacture the Official 
Girl Scout Shoes with the PED-A-PIVOT feature. 


Brown Shoe Co. 
Central Shoe Co. 


MANUFACTURERS ST. LOUIS 
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Girl Scout 
Shoes with 

the PED-A-PIVOT 
FEATURE 


GIRL GS) "SCOUTS 
APPROVED SHOE 


Official Girl Scout No. 1 
Girls’ Coffee Elk Moccasin Oxford 
with Ped-A-Pivot feature, Flex- 
Dri Outsole, 1-inch Rubber Heel, 
Welt, Moccasin Last. 
AAA 3-10, AA 38-10, A, B, C, . 
BGO cc ccccccccsccccccccese $3.2 
Official Girl Scout No. 2 
Same, Smoke Elk. Natural Rub- 
ber Sole and Heel. 





Novel Displays 


F. L. (“SPIKE”) ARNOLD 


F Kansas City is a shoe store 


that has achieved a considerable nation-wide reputa-_ 


tion as being one of the outstanding establishments 
of the Central States where men’s shoes are enthusias- 
tically sold. F. L. Arnold, intimately known to wear- 
ers of men’s shoes in the five nearby states as “Spike” 
Arnold, is the guiding genius and mainspring of this 
flourishing business. So when “Spike” is hereinafter 
mentioned in this story, let it be understood that Mr. 
Arnold is the man to whom we refer. 

All three approaches of publicity, newspapers, 
windows and personal letters, are ‘consistently used 
by this store and with equal emphasis. Somehow it 
seems that considerable more of the personality of this 
man Spike is injected in the letters he sends out, with 


40 


and Advertising 
That's Different 


Sell Men's 
Shoes for 


Spike’ Arnold 


How a Comprehensive Plan of Publicity, 
Designed to Get Attention by Its Unusual 
Character, Produces Results for a Kansas 


City Store, Again Proving That Success 
Rewards Those Who Dare to be Different 


vvwvGv 


the windows playing a close second. His newspaper 
advertising is also quite remarkable in its originality 


and pulling power, but that phase is one which will be 


taken up in a subsequent article. 

“Tell us some of your recent window stunts,” was 
the proposition we put up to Mr. Aronld. And 
Spike proceeded to elucidate as follows: 

“We use a number of moving displays run by elec- 
tric motors. 

“Say, for the auto show, a Beaverboard cutout of 
an auto all silvered up with lacquer and a cat in the 
auto as a passenger, the wheels spinning and the cat 
bobbing up and down. (We copyrighted the name 
“Kat’s Meow” for our sox, so in each display we 
try to bring in this cat to help the sox sale. Also 


” 
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FEEL THAT (9 
COMFORTABLE 
FLEXIBILITY ? 


NO FLAT TOES OR 
WRINKLES EITHER 


THE 
PLACID 


A smart sport model manufac- 
tured by Enna Jettick Shoes, 
Inc., Auburn, New York. 
Armstrong's Cork Box 
Toes are used in this 
and other Enna Jettick 
shoes for women. 


O said style and comfort were 

two different things? Here’s a 

sport shoe, amazingly flexible and easy 

to wear, yet the toe won’t “‘pancake.”’ 

No permanent creases or wrinkles will 

disfigure this stylish shoe. What about 

the shoes you sell? Do you want light, 

flexible comfort with no sacrifice of 

smartness? Sport shoes, summer-weights, 

dress shoes, they all can have trim style 

and comfort, too, with Armstrong’s 

Cork Box Toes. If you haven’t tried 

them, specify Armstrong’s Cork Box 

9 Toes'on your next order. Wear the 

AR M G TRO N & GS shoes yourself and test them thoroughly. 
For full information, write 


CORK BOX TOES | iitece to Armstrong Cork oy 


AmuantA + Boston + Cuicaco + CINCINNATI Company, 933 Arch Street, 
Derrorr + New York -: PurapetpHia -_ Sr. Louis Lancaster, Pennsylvania. Product 
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A Typical “Spike” Arnold Window Display, Showing Plenty of Shoes in a Novel Setting 


we tie up at various times with this name on our sox 
displays with a few toy cats, all painted with “Kat’s 
Meow” on their bodies. 

“For Thanksgiving, a large Beaverboard turkey 
with head and wings moving. In front of this dis- 
play we have our tux shoes and plain tipped shoes 
that could be worn with tux, as we find heaps of 
fellows not willing to buy regular tux shoes for the 
few times they wear tux each year. 

“A large Beaverboard cutout of a pilgrim with old 
fashioned musket, clothes, shoes, etc., aiming the 
musket at a turkey and the wing and head of turkey 
moving. 

“For Christmas the entire background, 14 ft 6 in., 
covered by Beaverboard sprayed with lacquer and 
painted upon this our snow-covered houses and 
churches. Each window of these is a cutout and be- 
hind these windows are tiny Christmas electric lights. 
In front of these is Santa Claus in a sleigh, driving 
four reindeers. The reindeers are moving, also 
Santa’s arm with a whip. Along with this of course 
is plenty of cotton and snow sparkles such as I guess 
everyone uses. 


Md A , 
regular toboggan slide, 
5 inches high at one end of our window, dropping 
down to 6 inches at the other end. We made the 
sleds from cigar boxes, bought the dolls at the ten 
cent store, wired the dolls to the sleds and the sleds 


to a three-inch belt. We had rollers at the top and 
bottom of the toboggan slide for the belts to run 


42 


over. The rolls had cogs in the ends and were mace 
to revolve by a chain attached to our motors. 

“For horse race season we had two wooden horses 
with riders bobbing up and down and painted in di!- 
ferent colors. They are made to run on a rubber 
roller which looks like one-half of a clothes wringer. 
This roller is fastened inside of a box, a hole cut in 
the top of the. box, so that the small rollers in the 
back feet of each horse are resting upon the large 
roller inside the box. As the motor starts, the large 
rollers run the small ones, making the riders bounce 
up and down. 

“Valentine’s day a large red or silver heart rocking 
back and forth. 

“For Easter, rabbits and chickens moving on a 
large belt showing them entering “Ye Bostonian 

[TURN TO PAGE 44, PLEASE | 


A “Thank You” card handed out by “Spike” Arnold’s salesmen. 
“Spike’s” picture, the address of the store and the trade marks of 
featured lines appear on the opposite side 





THANK YOU— 


MY NAME !S “EDDIE” SCHIFFNER 
HELP US BOOST 
BOSTONIANS 
AND 
FOOT-SAVER SHOES 
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Not only our dealer in Hornell 
... but our good friends 


COURTNEY & TUTTLE 


Piicccis we are too small 
to be cold and impersonal; to simply think of “our 
dealer” when we think of Hornell. We happen to 
know the gentlemen too well, and can only think 
of them as our good friends, Courtney & Tuttle. 
And then, when we go over to Bradford, we know 
that another friendly welcome awaits us from A. F. 
Hopkins, of Hopkins and Gerry. 

That’s the way we strive to do business. And this 
friendship is built up because we are small enough 
to know a great deal about our customers’ needs. 
Small enough to give them our personal attention to 
make sure that every detail of their orders is correct. 
Small enough for our executives to be personally 

: jak eo certain that the shoes we sell will be good enough 
This smart tie in White Kid A ° 
with 14-8 covered Cuban heel | and style-worthy enough to help our friends build a 
is carried in the following —_— profitable repeat business. It’s rarely that you will 

hear a manufacturer boasting about being smaller 
than his competitors; but in our case, our customers 
will tell you, it helps us give them the kind of shoes 
and service they want. 

True Step shoes now retail at $5. a pair. Even at 
this low price our dealers get their full 

yaanarre percentage of profit. We also have a 


A White Kid strap model with new $4. line. 


16-8 covered Louis heel. . 
Widths: AA—C. KS. 


These models are only two of : 
the smart styles to be found in President 
the TRUE STEP line. 


ROBINSON-BYNON SHOE CoO. 
Auburn, New York 


TRUE “x STEP 
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How Dumb Is the Public? 


[CONTINUED FROM PAGE 15] 


hundreds and thousands of broken 
lives? Scat! You’ll never grow up to 
be a public-spirited citizen if you talk 
like that. 

The public must have confidence in 
bankers, even though the bankers have 
proved that they have no confidence in 
themselves. Do you know any ditch- 
digger or salesman or storekeeper who 
has made as many mistakes in all his 
life as some of our most public-spirited 
bankers have made in the last two 
years? But can it be that the public 
is coming to realize that the banker is 
just a storekeeper who handles paper 
(belonging to other people) instead of 
strong iron, durable leather and color- 
ful silk? Do we realize that the only 
difference between the banker and the 
hardware man, shoe man or drygoods 
man is that the banker’s mistakes cause 
a whole lot more trouble? 

The banking system of the country 
is and will remain sound; the doubtful 
banks have been made harmless. But 
our banking system is sound not be- 
ag of the bankers but in spite of 
them, 


Blame It on the War 


Of course, it all goes back to the 
darn fool publics insisting on going to 
war with each other, in spite of all that 
the public-spirited diplomats, statesmen 
and armament-makers could do. Now 
the darn fool publics have to pay for 
their war. But will they ever learn? 
No; at this very moment they are. dis- 
respectful to the public-spirited citizens 
from all over the world who have gath- 
ered in Geneva to decide who won the 
war. 

All this isn’t dead history; it’s stop- 
press news of the day after tomorrow. 
It’s this very public. we are talking 
about which has got to get back the 
habit of coming into our stores and 
buying shoes at some kind of a profit 
to us. How are we going to get the 
public to do it? What methods should 
we use after all the methods which 
have failed and after all the campaigns 
for which the public has been the 
guinea-pig? ; 

The “now is the time to buy stocks” 
campaign at the end of 1929 was re- 
sponded to by an orgy of putting money 
into the bank. The public responded 
to the “buy now” campaigns of 1930 by 
an orgy of taking money out of the 
banks and putting it into steel vaults 
and cracked china teapots. What will 
be the response to the anti-hoarding 
campaign with our public-spirited cit- 
izens acting like a combination of Texas 
Guinan and the Pied Piper of Hamelin? 
If business picks up this year, as it may 
well do, the public-spirited citizens will 
claim the triumph of their: advice over 
the foolishness of the public. No pub- 
lic-spirited citizen will admit, even if he 
knows, that business revival will be due 
to the renewal of saner credit policies 





and to the halt in the over-deflation of 
commodity prices; and that these will 
be due to the Government’s bribing of 
bankers to be bankers. 

If the public comes back into the 
stores, don’t give credit to the kind of 
advertising most stores have been run- 
ning during the past year. Scolding 
ads, prosperity ballyhoo and “astound- 
ing cut prices” will not be the copy 
keynotes to make them buy. 


Fed Up on “Psychology” 


Nor will nationwide campaigns and 
“movements” set the cash registers 
ringing. The public is just about tired 
to the jitters of being told that all that 
is the matter with it is “psychology.” 
Mr. and Mrs. Consumer are just about 
fed up with being campaigned. They 
are tired to death of being “educated” 
to buy a bale of cotton, to love good mu- 
sic, to win the war by eating tin foil, 
to buy now, to stop hoarding and to 
have faith. They are even more tired 
to an even deader death of being told 
that there is going to be a campaign 
to get them to do these things, and to 
read all the details of the machinery 
with which it is to be done. Plastering 
all the campaign plans of a “secret” 
conference of public-spirited citizens all 
over the front page is, to the tired pub- 
lic, adding insult to injury. 

Is it true that the American public is 
really as dumb as our merchandising 
and advertising experts believe it to be? 
Is there truth in the fixed delusion of 
our master propagandists that all they 
need to do to transform the public at 
will is an elaborately staged campaign 
with all the ropes and pulleys exposed? 
Is it true that the same force which 
makes all the girls turn their hair into 
platinum can make men stop turning 
their bank accounts into gold? 


Letting George Do It 


Are we too well convinced that 
changing styles will pull the consumer’s 
dollar out of the old sock, and even 
make him buy a new sock? Can a 
changing style do this even when there 
is no dollar or the consumer does not 
know where the next one is coming 
from? What right have our merchan- 
dising experts to believe that all they 
have to do to get the consumer to loosen 
up is to announce that everything 
called George Washington this year 
will be the rage; and that nothing not 
called after the Father of Our Country 
can possibly sell? 

We are told that the public this year 
is going to trip over its hair in rushing 
to buy George Washington golf shoes, 
Martha Washington lipsticks, Mount 
Vernon chop suey and Valley Forge 


‘electric refrigerators. But will they? 
If a lot of things called George Wash- 


ington do sell, will it be because of bi- 
centennial stamps and Parson Weems’ 
cherry tree story, or will it be because 
the only kind of goods which the stores 


4s 


will carry will be named George Wash- 
ington? 

And how much will it matter what 
the technique of the advertising will 
be? As one of the public, I am sup- 
posed to respond feverishly when the 
style of type in ads changes. I'll admit, 
without being asked, that I am already 
bored stiff by the latest fad in type 
faces; and even by the one which may 
be expected in a few months. 

But, as a member of the public, I 
will also admit that a new kind of ad- 
vertising will be needed to get me into 
the store. It must have the novelty of 
being honest. It must have the novelty 
of talking in my language. It must 
have the novelty of telling me about 
the goods and giving me good reasons 
for buying them. It must have the 
novelty of flattering me by giving me 
credit for a little sense and a litile 
self-respect. It must have the novelty 
of not blaming the depression on me. 


Novel Windows and Advertising 
[CONTINUED FROM PAGE 42] 


Shoppe” without shoes on one side, and 
coming out the other side all shoed up. 

“Hallowe’en, a large yellow pumpkin 
cutout of Beaverboard, the top cut off 
and hinged, so that as our cat (for 
Kat’s Meow sox) came up he raised 
the lid of the pumpkin. 

“In fact, for any local event whether 
it be basketball, football, hockey, we 
always try to have something in the 
window in a moving display to repre- 
sent these events. 

“On Chamber of Commerce, Rotary 
Club, golf clubs, Kansas City Athletic 
Club, Ivanhoe and Masonic lodges, 
Merchants Association, Main Street 
Association, of which we are a mem- 
ber, each of these organizations are 
worked very hard with our matches, 
“Spike” pencils, and blotters, along 
with our letters. 

“Also we try as much as possible to 
find out as each customer comes in just 
why he came to our store to buy shoes. 
If some friend sent him, we immedi- 
ately write this friend, thanking him 
for the customer. Also, as we wait 
upon the trade, each man is given a 
card asking him to send some of his 
friends into our store if possible. If he 
does so, he in turn gets a letter of 
thanks. 

“We follow our card files very closely 
as to delinquent customers, writing each 
man a personal note as to why he has 
not reported this season, etc. 

“We try as much as possible to take 
in wrestling matches, boxing bouis, 
football games, track meets, basketball 
games, and keep in touch with all of 
these things as to position of each 
team, that we in turn are able to talk 
about these subjects to our customers.” 

.An example of this contact with 
sports: Last-year the store had four 
bowling teams under the names of 
“Spike” Arnold, Bostonians and Foot 
Savers in different leagues and all the 
while the store was promoting a $6 

[TURN TO PAGE 62, PLEASE] 
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» HOW'S BUSINESS ¢ 


N. E. Shoe Production Up 


Boston—“Total estimated boot and 
shoe production in New England dur- 
ing February,” says the current month- 
ly review of the Federal Reserve Bank 
of Boston, “increased 25 per cent over 
that for January and was 16.7 per cent 
greater than for the corresponding 
month of 1981. The adjusted index of 
boot and shoe production indicates that, 
after establishing a new low for the 
current depression in November last 
year, the volume of output has risen 
steadily during the past three months, 
recording a gain of nearly 37 per cent 
during the period. For the first two 
months of this year the adjusted vol- 
ume of production exceeded that of the 
same months of the two preceding 
years. While some improvement has 
taken place during the past two months 
in the volume of shoe shipments from 
Brockton, as indicated by the seasonally 
adjusted index of shoe shipments, the 
number of cases shipped has been ap- 
preciably below the total for any cor- 
responding two months in the past 12 
years. The 77 boot and shoe estab- 
lishments reporting in February to the 
Massachusetts Department of Labor 
and Industries showed increases of 14.4 
per cent in the number of wage-earn- 
ers and 29.3 per cent in the amount 
of payroll disbursements, with 76.0 per 
cent of wage-earners on full-time.” 


Milwaukee Optimistic 


MILWAUKEE—Milwaukee shoe manu- 
facturers are optimistic regarding the 
future sales of their products, the very 
good Easter season they experienced 
no doubt making the outlook rosy. 
Nearly without exception all firms re- 
ported heavy sales. 

The business of Huth & James is 
described as “very fine with more shoes 
turned out than at any time in the his- 
er 
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tory of the firm.” For several weeks 
the concern averaged 4300 pairs a day 
as compared with the ordinary runs of 
3600. A larger force of workers is em- 
ployed, totaling 700 as compared to the 
usual 600. 

According to H. J. Bauch, vice-presi- 
dent of the Ideal Shoe Manufacturing 
Co., their business has run about 20 
per cent ahead of last year’s produc- 
tion with the dollar return about the 
same. The sale of women’s sports and 
young girls’ regulars has been good 
with strong Easter orders. ; 

The Simplex Co. reports shipments 
for March about 20 per cent over the 
same time last year and now employs 
about 860 workers. Since last Novem- 
ber the firm has been running consis- 
tently ahead of the previous season by 
about 25 per cent. 

The Easter business of Rich-Vogel 
was excellent, running about 1800 pairs 
a day as compared to 1600 in 1931. 
The firm is now employing 20 per cent 
more help this year than last and is 
still running full production. How- 
ever, retail business is reported as 
quiet by Theodore Vogel, president. 


Regal’s New Price $5.55 


BostoN—The Regal Shoe Company, 
operating approximately 100 retail 
shoe stores in all parts of the country, 
has reduced its price on all shoes from 
$5.85 to $5.55, the change having be- 
come effective April 1. 

Current newspaper advertising of the 
company, over the signature of E. J. 
Bliss, chairman of the board, asserts 
that there has been and will be no 
lowering of the quality of the merchan- 
dise. “This reduction,” says the adver- 
tisement, “carries out our policy and 
promise to give our customers the bene- 
fit of any and all reductions in the cost 
of raw maierial—down to a split dime.” 

After having operated on a one-price 
basis of $6.60 per pair for eight years, 
Regal prices were reduced to $5.85 five 
months ago. The present reduction, 
therefore, represents the second within 
a half year period. 
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EVERY WEEK 


Herbst at Record High Production 


MILWAUKEE—Wallace Herbst, presi- 
dent of the Herbst Shoe Manufactur- 
ing Company, Milwaukee, makers of 
the “Tom-Boy” line of shoes for chil- 
dren, says of business: “Possibly we are 
just naturally fortunate to be an ex- 
ception to the rule, but it is a fact that 
our plant is running full time, turning 
out 1200 pairs of shoes every day, 
which is a bit larger production than 
ever before in the history of our busi- 
ness, and shows a nice gain over a 
year ago. Easter business has been 
unusually good. 


Booth Shipments Beat Last Year’s 

MILWAUKEE—The Walter Booth Shoe 
Company shipments are running ahead 
of the same ninety-day period a year 
ago, with mail orders unusually good, 
reflecting a strong Easter demand for 
the fast lines of styles for which Booth 
has a reputation. 


» TRADE DOINGS 4 





Retailers Plan Shoe Care Booklet 


MILWAUKEE—A booklet, containing 
information relative to the care of 
shoes, is being planned by the Milwau- 
kee Shoe Retailers’ Association for dis- 
tribution among patrons of the mem- 
bers. Information in the booklet will 
stress the fact that the shoe dealer is 
able to properly care for the shoe re- 
quirements of the public. It is hoped 
that through the distribution of this 
media, the shoe dealer will be able to 
sell more shoe trees and rubbers, in 
addition to shoes for various occasions. 

The Milwaukee association is also 
attempting to devise some plan where- 
by Milwaukee county will purchase its 
shoes through the dealer or a cooper- 
ative store operated by the dealers, in- 
stead of from jobbers as is now the 
practice. 
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EDUCATIONAL EXHIBIT FOR REPAIRMEN 


Among the many attractive exhibits at the Shoe Repairers and Dealers Exposition recently held at the 


Grand Central Palace, in New York City, none received more attention than the beautiful display made 
by the United Shoe Machinery Corporation. 
The wide range of materials, findings and hand tools which have so important a place in the shoe re- 
pairing business, were most attractively displayed, in this very pleasing setting. 
One of the outstanding features of the Exposition was the educational display which attracted much 


attention. 


Association meeting in November last. 


It was the exhibit which was first displayed at the National Boot and Shoe Manufacturers 
In it were shown in a most comprehensive manner the various 
steps in the construction of all the different types of shoes, including those which now are seldom used— 


vW 


the Pegged and Standard Screw—as well as the more recent methods including those which have become 
identified with the cemented shoe, notably the Silhouwelt. This was shown in detail, and also the various 
methods by which the lasting of shoes is accomplished, the UCO, the Littelway, the use of the ordinary 
lasting tack and also the Colton method. 

It was the first opportunity that many shoe repairers have had to gain a knowledge of the detailed 
construction of the different methods and there was evidence throughout the Show that many of them 
were making the most of it. 








Semeetian 


Baker Opens Salt Lake Store 


Satt LAKE City—The Baker Shoe 
Store opened for business at 269 South 
Main Street, Saturday, April 2. This 
is the fifty-fifth of a chain df Baker 
stores in the leading cities, a subsidiary 
of Edison Brothers Stores, .Inc., and 
represents an investment of $25,000, ac- 
cording to the statement of I. Herman 
Kanner, St. Louis architect in charge 
of construction for Edison Brothers 
Company of the local store. The in- 
terior features natural woods, wall 
decorations in green and ivory, and 
special lighting, all in modernistic 
treatment. A. Gulinson, former man- 
ager of the company’s downtown Los 
Angeles store, has been transferred to 
Salt Lake City as manager for the new 
store. 





New Children’s Shop 
ROCHESTER—Mary M. Wheeler, Mil- 
dred Cruess and Irene H. Lewis, all of 
Rochester, last week were named as in- 
corporators of Ladd & Lass Shop, Ine., 
a new retail firm capitalized at $20,000 
to deal in children’s and infants’ shoes. 


—_—_———— 
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Buying in Open Market 


BuFFALO, N. Y.—Instead of buying 
its women’s shoes through the New 
York offices of the Associated Dry 
Goods Corp., of which it is a unit, 
J. N. Adam & Co. now is buying in the 
open market, it was announced at the 
executive offices of the store. New 
sources of supply have been opened 
and the featured line for the Spring 
season is selling at $3.95. 





New LaTour Shop 


NEWARK, N. J.—The LaTour Shoe 
Corporation, operating a chain of shoe 
stores in New York, handling shoes for 
women, has opened their first store in 
New Jersey at 703 Broad Street, New- 
ark. 


Shoes Second 


ATLANTA—A recent survey of the 
amount spent by students at the 
Georgia School of Technology in At- 
lanta showed shoes to be second on the 
list. The 2000 students at this well- 
known college spent $57,155 for shoes 
during the last year, as compared with 
$88,208 for suits, $29,915 for top coats 








and $21,045 for shirts. 











Kidet Patents Granted 


The United States Patent Office has 
taken favorable action on the applica- 
tion of James J. Lyons, New York, for 
a patent on Kidets, his new shoe idea. 
Letters patent were granted March 29, 
1932, for a term of seven years. 

As previously announced, reproduc- 
tion of the new designs will be per- 
mitted in kid. 





Discontinue Boston Office 


PITTSFIELD, N. H.—In the interests 
of greater efficiency and economy, Ad- 
ams Bros., juvenile shoe: manufactur- 
ers of Pittsfield, are discontinuing their 
Boston office and in-stock department. 
James Adams, who has been in charge 
of the Boston end of the business, will 
hereafter reside in Pittsfield. 





Karl’s Open Fresno Shop 


FRESNO, CAL.—Karl’s Shoe Siores, 
with headquarters in Los Angeles, is 
opening a branch store at 927 Fulton 
Street, Fresno. 
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RAIGHT 


as. a Plumb Line.. 


The curved ‘ ' /| This 
breast line le s 18 a4 is the 
of the old Q ‘Wears 

method ; mee way 


The Mearsi MONOPLANE HEEL 
is the modern refinement of the popular 
Cuban Heel. 


Straight lines replace'the’old, incongruous 
curved breasts of the ordinary Cuban heel. 








The result is an added touch of smartness, 
an unusual trim military effect and a heel 
of perfect symmetry. 


Mears MONOPLANE heels will add dis- 
tinction and beauty to your Cuban heeled 
models, and assure you the finest work- 
manship and materials that it is possible to 
buy. 


FRED W. MEARS HEEL COMPANY, Inc. 


Auburn, Me. Columbus, O. St. Louis, Mo. 
Conway, N. H. Auburn, N. Y. Salem Depot, N. H. 
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WHERE TO BUY 
Men’s Shoes 





EAST WEYMOUTH, MASS. U.S. 








“A MAN’S DECISION” 


THE 


N. Y.—916-917 Marbridge Bldg. >"a0°™ 


(P) sc rriceaingg nam (P) 

















and MILLER COOK SHOES 


A. E. NETTLETON CO. 
H. W. COOK, President 
Syracuse, N. Y. 








Stacy Adams Co, 


Manufacturers of 


MEN’S FINE 












Richards & Brennan Co., Randolph, Mass. 














WHERE TO BUY 


Shoe Forms 


| Zuiry Forms, 


FOR SHOES AND HOSIERY 
made from white, 
transparent or colored 
FAIR YLITE 








Shee Form Co. Inc., Auburn,N.Y. 


WILL WE WALK OR RIDE? 





1930 1931 


| (Ko. (8. tee 


Production of motor vehicles, United States ard Canada. . 
Production of shoes in the United States, number of pairs. . 


“Will We Walk or Ride Out of the 
Depression?” is the heading which ap- 
peared in a recent issue of The Iron 
Age. It further states: “Ford’s plans 
for increased output have raised the 
question whether automobiles will lead 
us out of the depression. Undoubtedly 
the motor car industry will contribute 
conspicuously to recovery, but it is im- 
probable that it will be able to claim 
leadership. Textiles and shoes have 
already shown some measure of recov- 
ery, being practically the only manu- 
factured products whose output was 
greater in 1931 than in 1930. 

A. R. Erskine, president of the Stude- 
baker Corporation, says: “The auto- 
mobile industry in this country is 





1929 1930 1931 
5,622,000 3,510,000 2,472,000 
361,402,000 304,170,000 316,240,000 


largely overbuilt, since its plants have 
an annual capacity of 9,000,000 cars 
while the present output is around 2. 
000,000 cars.” He believes that “values 
of manufacturing property tend to be 
determined by potential earning power 
rather than by book values.” He be- 
lieves that the future prosperity and 
profits would be best served by reduc- 
ing the book values of plant facilities, 
effecting savings in depreciation. 

It has been estimated that the stand- 
ing machinery for shoe production 
would not permit the making now of 
much more than 500,000,000 pair of 
shoes at top capacity. So by this meas- 
uring stick, the shoe industry is in 
much better shape. 





Seymour Troy Moves to New York 


New York—After nine years of man- 
ufacturing women’s fine bench and 
Goodyear turns at 75 Front Street, 
Brooklyn, Seymour Troy & Company, 
Inc., have moved into one of the finest 
shoe factories of the Greater New York 
district. The new factor is located on 
the ninth floor of the Graphic Arts 
Center, a very modern office and manu- 
facturing structure at 200 Varick 
Street. This location is easily reached 
by Seventh Avenue subway connec- 
tion; the Houston Street station of 
this line being located at the building 
entrance. 

Four passenger elevators flank spa- 
cious lobbies on the street and ninth 
floors. The reception rooms are com- 
modious and attractively decorated, 
fronting the office and showroom. The 
latter is tastefully furnished in salon 
manner and adjoins the style room, 
where samples are kept and where the 
designing department functions. The 
fitting room is laid out before immense, 
clear glass windows facing an unob- 
structed panorama as far north as 
Thirty-fourth Street. The entire plant 
is compactly housed in a spacious loft 
with ideal sunlight from both north 
and south exposures. 

Seymour Troy & Co., Inc., will con- 
tinue on the same schedule of produc- 
tion of bench and Goodyear turns, with 
some sandals of adhesive construction. 


50 





New Association Starts Action 


NEw HAvEN—The newly formed New 
Haven Retail Shoe Dealers’ Associa- 
tion has been assured by Mayor John 
W. Murphy that efforts will be made 
to discourage the practice of buying 
shoes from itinerant peddlers among 
city employes. 

The mayor received a committee from 
the association headed by John P. Lund 
as chairman and comprising Louis Ro- 
senfeld, Martin Badger and Harry 
Isaacs, president of the association. 
This committee has been appointed to 
take action against the itinerant shoe 
salesmen, who, it is charged, have been 
making serious inroads into the busi- 
ness of established retailers. 





R. I. Cohen Adds Women’s Shoes 


GALVESTON—The Robert I. Cohen 
store has announced the opening o! its 
new shoe department for women, hold- 
ing the exclusive local agency of the 
Wohl Shoe Company of St. Louis. Be- 
sides bringing an innovation in styles 
a new price policy is being introduced 
in connection with the handling of the 
three outstanding lines manufactured 
and designed by the Wohl Shoe (om- 
pany of St. Louis, officials said. 


— 
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; The Last Modeler knows that the toe of the 
last is of vital importance to the beauty of 
eC the shoe .. . His efforts may be easily de- 


stroyed, however, by bulk and lack of uni- 


formity in materials used that do not follow 
and the the allowances of his design. 


Celastic has been accepted by many Last 
| Designers and Style Men as a material that 


_ will always reproduce a picture of their art. 








THE QUALITY BOX TOE 





UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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WHERE TO BUY 


W omen’s Shoes 








— 


©“ KUSH-IN-EZE” @ 
REGISTERED 


Hand-turned house shoes with 
all that any woman desires in a 
shoe of this type. All sizes and 
\ widths’ in 
stock. Thirty 
numbers.— 
Send for Catalog 











Black Kid 
$2.00 
VAUGHAN-TOWLE CoO. 


WAKEFIELD, MASS. 
+c) (DIVISION OF L. B. EVANS’ SON CO.) © 

















CUSHION SHOES 


FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 
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WHERE TO BUY 
Men’s Slippers 
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Men’s Hand Turned Slippers 


ROMEOS EVERITS OPERAS 
ALL LEATHERS $2.00 TO $2.50 
GOLDEN BROWN KID—IN STOCK 


ROTH SHOE COMPANY 
MANUFACTURERS 
50 N. FOURTH ST. PHILADELPHIA 














Radio-Tyme House Slippers 
Genuine Hand Turned 
In-Stock te Retail 
$3 to $5 









No. 1(415—Tan 
Kid Everett 
$1.90 














Ges 8. eoce SON CO., Wakefield, ot) 








ABOUT PEOPLE 








Rice Heads St. Louis Group 


St. Louis—The St. Louis Shoe Manu- 
facturers and Wholesalers Association 
at a recent meeting elected its new of- 
ficers. Frank S. Rice, of Rice-O’Neill 
Shoe Co., was made president; Norman 
McDonald, of Johnson, Stephens & 
Shinkle, first vice-president; W. E. 
Tarlton of the Central Shoe Co., sec- 
ond vice-president; Al White, of the 
Brown Shoe Co., treasurer, and A. M. 
Burton, secretary. Those elected to the 
board of directors were Carlos Reese, 
of Roberts, Johnson & Rand; J. T. 
Pedigo, of Pedigo-Lake Shoe Co.; 
Louis K. Kane,, of Kane, Dunham & 
Krause, Inc., and Fred Marx, of the 
Moore Shoe Co. 





To Manage Seattle Store 


SEATTLE, WASH. 
—Norman J. Klas- 
gye, former assis- 
tant manager of 
the Stetson Shop 
in Chicago, is the 


manager of the 
new Stetson Shop 
in Seattle. Mr. 


Klasgye is a prac- 
tical shoe man of 
wide experience 
and he is keenly 
enthusiastic over 
the opportunities 
offered by his new 
position. He has been in Seattle for 
several weeks and reports an encour- 
aging increase in spring business with 
the advancing season. 





Norman J. Klasgye 





Hirsh Appoints Sproull 


UNIONTOWN, Pa.—Martin Hirsh, of 
the Red Goose Shoe Store, has an- 
nounced the appointment of Stanley G. 
Sproull as manager of the store. Mr. 
Sproull has been engaged in the shoe 
trade for a number of years. Mrs. 
Lena Wersbe for the past several years 
connected with the shoe department at 
the Fair Store, will be the assistant 
manager. 





Plotkin Rejoins Lox & Abowitz 


New YorkK—Abe H. Plotkin, who 
was formerly connected with Lax & 
Abowitz, Inc., is back with the firm 
again. He left for the road Sunday, 
March 27, and will go through the 
States of Pennsylvania, Indiana, IIli- 
nois, Ohio, Michigan, Missouri, Wis- 
consin and New York. 





New Company Formed 


SPARTANBURG, S. C.—Connelly’s Slip- 
per Shoppe, Inc., with capital stock 
listed at $4,800, has been granted a 
charter to deal in shoes and hosiery. 
D. L. Bishop is president, and J. H. 
Connelly is secretary and treasurer. 











——— 


AIREDALE CHAMP 











Harold M. Florsheim of The Florsheim 
Shoe Company, Chicago, is the proud 
owner of “Walnut Barmaid,” pictured 
above. This English champion Airedale 
recently completed her championship on 
this side in five straight shows. 





With Burns Shoe Co. 


JAMESTOWN, N. Y.—Three loca! men 
for many years prominently identified 
with the retail shoe trade in James- 
town have been appointed to the staff 
of the Burns Shoe Co., which has been 
opened at Main and Third Streets in 
the store formerly operated by the C. 
J. Johnson Shoe Co. They are Fred 
Colander, formerly with the Johnson 
shop; Emil Johnson, former manager 
of the local unit of Newark Shoe Stores, 
Inc., and Vern Turner, who has been 
associated with several local footwear 
stores. 


Netzer with Vulcan 


PORTSMOUTH, OHIO—Walter Netzer, 
former salesman for the Day Wood 
Heel Company, Cincinnati, is now with 
the wood heel sales staff of Vulcan 
Corporation, according to an announce- 
ment of Col. A. L. Mercer, president. 
Mr. Netzer will work out of the cor- 
poration’s Portsmouth wood heel divi- 
sion. He has many friends in the shoe 
industry in Ohio and_ surrounding 
States. 





DeYoung Moving Store 


WASHINGTON—Joseph DeYoung, who 
operates several retail shoe establish- 
ments in Washington, D. C., has re- 
cently leased business quarters at 608 
Thirteenth Street, N. W., formerly oc- 
cupied by the Dr. Kahler Shoe Shop. 
Mr. DeYoung is vacating one of his 
present locations at 1304 F Street in 
the Brownley Building until the new 
building planned for this site is com- 
pleted. 
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SHOE LACES 


AN IMPORTANT LITTLE DETAIL 


The wide-awake manufacturer never 
neglects his laces for he recognizes the qual- 
ity lace as one of the smaller yet important 
items so necessary to the smart, finished ap- 


pearance of his footwear. 


Although the customer may not know 
that your shoe conceals a box toe, counter, 
shank, etc., he instantly sees the lace. A good 
looking, quality lace is a visible sign of inbred 
quality in the shoe itself. Equip your shoes 
with laces backed by 67 years of lace making 
experience. We can offer you a complete 
line of glazed, soft-finished, rayon, and mer- 
cerized laces for all types and grades of shoes 


at prices which make them unusual values. 


SHOE LACE COMPANY, LID. 


(Successor to Joslin Manufacturing Co., Established 1865) 


PROVIDENCE, R. I. 


| SELLING AGENT 
UNITED SHOE MACHINERY CORP.,, BOSTON, MASS. 
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WHERE TO BUY 


Men’s and Women’s 


Slippers 


lteter le le i i al 


a QUALITY TURN 
D’ORSAYS 


On the Fleer, all colors, A 
and C widths. Price, $1.35. 


FREEMAN-THOMPSON 
SHOE COMPANY 
. Paul, Minnesota 

















W. 8. CHASE & SONS, INC., 

HAVERHILL, MASS. 
Men's Full Leather Lined 

Handturned Slippers 

Priced from $1.85 

Kid Pullman Slippers 

colors and Black with 

1.50 


Snap Pocket 
1.70 


Zipper Pocket 








HORCO SLIPPERS are made better— 
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WHERE TO BUY 


Dancing Sandals 
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* KENDALL’S 








For Aesthetic 
Dancing 


IN STOCK 
GREY FAUN 
BLUE GREEN 
RED 
Price $.75 
WHOLE 
SIZES 
ONLY 


Sizes 6 childs’ 

to 10 women’s 

4 for Otroular 
” DEPT. c. 











KENDALL SHOE COMPANY: 


avenue, wage, 


* 





Goffstein’s Open Store 


St. Paut—A. L. and N. L. Goffstein, 
formerly owners of the West Side 
Golden Rule Department Store, have 
opened the G. and G. Shoe Store at 386 
Robert Street. Five clerks will be em- 
ployed. The firm members for eight 
years have been dealing in real estate. 


Experienced Climate Extremes 


AUBURN, N. Y.—From sunshine and 
surf bathing to snow drifts and zero 
weather, in less than four days’ drive, 
was the rather unique experience of 
W. J. DeWitt, president of the Shoe 
Form Company of Auburn, while re- 
turning from a combination business 
and vacation trip to Florida and Cuba 
with Mrs. DeWitt. 

On the morning of the fourth day 
after leaving the heat and sunshine 
of Florida, the DeWitts found them- 
selves in the midst of.the worst snow- 
storm of the year with its icy blasts 
and mountainous snowbanks. A prac- 
tical demonstration of the climatic va- 
riations to be found within a compara- 
tively short distance in this country of 
ours. 


Bleiweiss Wins Watch 


St. Louis.—In 
the pre- Easter 
sales contest run 
by the Fashion 
Shoe Company, 
David C. Blei- 
weiss, St. Louis 
and southern IIli- 
nois representa- 
tive, won first 
prize, a Sky Pilot 
Bulova watch; B. 
F. Allen, north- 
ern Texas repre- 
sentative, won 
second prize, a 
leather Gladstone traveling bag, and 
Henry A. Dyer, southern Texas repre- 
sentative, won third prize, a leather 
traveling kit. The contest resulted in 
greatly increased business for the firm. 


David Bleiweiss 


Sam Juneau Convalescing 


SANTA BARBARA—Sam N. Juneau, of 
Hollywood, formerly representative in 
Indiana and California for Selz, 
Schwab & Company, Chicago, and later 
with the Freeman-Beddow Shoe Com- 
pany of Beloit, Wis., is recovering here 
from a prolonged illness following pto- 
maine poisoning. 

His future plans are not definite, but 
he hopes to be back on the road soon 
with a good line of men’s shoes cover- 
ing either the Middle West or the 
Pacific Coast. 


Stokes Addresses Convention 


New HAveN—Sydney Stokes, propri- 
etor of the Walk-Over Shoe Shop, 930 
Chapel Street, was one of the featured 
speakers at the annual meeting of the 
New Haven Chamber of Commerce 
March 30, discussing the topic: “Luring 
Depression Dollars Back into Circu- 
lation.” Mr. Stokes is president of the 
Chamber’s retail division. 


Levin Takes Over Rockville Store 


ROCKVILLE, CONN.—Jack Levin of 
Hartford has taken over the Brockton 
Factory Shoe Store, Central Park 
Building, and reopened the shop, which 
has been closed for about a month. 
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ALL LEATHER “SNEAKER” 


To compete with rubber soled canvas 
footwear one enterprising manuiac- 
turer has produced a boy’s shoe of 
leather, with a leather sole and rubber 
heel, made by a new process at a price 
that will permit its being retailed at 
$1.95 a pair. The shoe is extremely 
light and flexible. While the process 
employed in making the shoe cannot be 
classified as welt, stitchdown or McKay, 
welting is used and it might be calle a 
welt shoe without an innersole. A 
leather sock lining is used and between 
this and the sole, which is waterproof, 
is a felt padding, which with the sock 
lining has a tendency to absorb mois- 
ture. The upper, patterned much after 
canvas shoes, lacing to the toe in ath- 
letic style, is of smoked elk, which is 
highly water resistant. The shoe may 
be resoled by any cobbler. 


Solomon with Dolly Dean 


PITTSBURGH—Paul Solomon, former- 
ly covering the entire Middle West and 
Pacific Coast for the Clayman Shoe 
Company, Boston, is now connected 
with the Dolly Dean Shoe Company, 
Pittsburgh, in the capacity of general 
manager, buyer and merchandiser. He 
recently opened a unit in the Dolly 
Dean chain at 123 West Federal Street, 
Youngstown, Ohio, and plans have been 
made for the opening of other units. 

The Youngstown store is managed by 
Ben Harris, who has been with the 
Dolly Dean concern for seven years. 


Martin Goldstein Opens Store 


HAMMOND, IND.—Martin Goldstein, 
formerly in the shoe department of 
Hammond & Wolf, has opened a mod- 
ern shoe store in this city under the 
name of the M. G. Bootery, Inc. The 
new store is located at 5262 Hohman 
Avenue. He has the exclusive agency 
for Enna Jettick and Endicott-Johnson 
shoes in his district. 


Wolonik Opens Shop 

Tart, CAL.—Dave Wolonik has op- 
ened a new shoe shop here at 413% 
Center Street under the name of The 
Novelty Shoe Store. Smith & Smiley 
have sold their Taft Bootery to Sidney 
Moosnick. 


—_—_—_—_—_—_——————————— 
> PROFITIZE YOUR BUSINESS IN '32! 4 
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HIDE and LEATHER 
EXHIBIT IN 
NEW YORK 
May 2-3-4-5 
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The HOTEL LINCOLN 
is one short block from 
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HIDE and LEATHER 
EXHIBIT IN 
NEW YORK 
May 2-3-4-5 





The HOTEL LINCOLN 
is one short block from 


exhibit headquarters exhibit headquarters 


SZ = mn yc 
MORE and MORE SHOE EXECUTIVES 


ARE MAKING THE LINCOLN HEADQUARTERS, WHEN IN NEW YORK 


A New, Modern Hotel of 1400 rooms, each with private bath 
(tub and shower). A RADIO and SERVIDOR SERVICE. 


MODERATE RATES PREVAIL 
SINGLE $3, $3.50, $4.00 DOUBLE $4, $4.50, $5.00 


HOTEL LINCOLN 


44th TO 45th STS., AT 8th AVE., NEW YORK CITY 
ROY MOULTON, Manager 








Justin Boots have been 
pleasing people who ask 
“How Good” .. . not 
“how much” .. . for over 
fifty years. 

For Men and Women 


Riding and Field Boots 
$11.50 to $22.00 Wholesale 
Right and left heels . . . hand butted 
tongues and vamps if desired . . . 

hand lasted. 

Justin Steel Arch. Justin Invisible 
Middlesole. Justin Reinforced Insole. 
Justin Rolled Outer Sole. 


Write for catalog 


H. J. JUSTIN © 08s 


320 So. Lake St. 
Fort Worth, Texas 


a 
LAWRENCE LEATHERS 





In the Grand 
Central Section 


WOTEy 
MONTCLAIR 


Lexington Ave. 

49th to 50th St. 

New York City 
New York's newest and finest Hotel 


800 Rooms 800 Baths 
Radio in Every Room 


3 minutes’ walk from Grand Central, 
Times Square, Fifth Avenue Shops 
and most important commercial 
centres, pacing megs and theatres, 
10 minutes to . Station. 


Grand Central Palace 
only 2 short blocks away 


S. Gregory Taylor, 
President 


Room & Bath 
Tuband Shower 


$3, to $5 
per day 

For 2 Persons 

$4 to 6 


per day 








Oscar W. Richards 
Manager 
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A C.LAWRENCE LEATHER Co. 
BOSTON: PEABODY’ NEW YORK: CHICAGO «ST LOUIS 
CINCINNATI - PHILADELPHIA~> GLOVERSVILLE 
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WHERE .TO BUY 
Ballet Slippers 
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In Stock Black Kid 
Ballet Right and Left 
Last | 

Ladies’ $1.20 pais 
Misses’ $1.15 pair 
Childs’ $1.10 pair 

BLOG SHOE CoO., INC. 
147 Duane Street 
New York City 











HARD TOE Ee SL vrens 


Pink. wie "260 
Black Kia PAIR 
Sizes: 5 Childs to 8 Ladies 
Widths B to E 
Send for Catalog and 
Agency Proposition 
BEN & SALLY THEATRICAL FOOTWEAR, Inc. 
244 West 42nd St., New York, N. Y. 


QUALITY 


We are known to dancers 
for fine footwear at low 
cost. Italian Toe Danc- 
ing Slippers, Hoffert Danc- 
ing Flats, Sandals, tap 
plates, rompers, supports, 
and other dancing supplies 
that your customers need. 
Write us! 


CHICAGO 
THEATRICAL 
SHOE CO. 
3rd Floor, Capitol Bldg. 
159 N. State St. 
Chicago, III. 

Coast orders filled from: 
6715 Hollywood Bivd., Hollywood, Cal. 
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WHERE TO BUY 
Dancing Shoes and Taps 










TAP SHOES 
thet Step in the Best 
Company 
Made on a street shoe 

combination heel, proper 
Dort, all leather. Nationally 
advertised 8 


coast. 

Priced to retail profitably at 
le and catalog of 

= dance shoe line on 


ADVANCE Si00'Compony 


Dept. 9, 159 N. State St., Chicago 
Branch: 6362 Hollywood Blvd., Hollywood, Cal. 





New Allentown Store 


ALLENTOWN, Pa.—The Silverman 
Shoe Store, S. Silverman, prop., opened 
at 5381 Hamilton St., on March 5, with 
a line of nationally advertised shoes. 
Mr. Silverman formerly operated a 
store at 143 Hamilton St. 








>STYLE CONFERENCE, NEW YORK, MAY 2-34 





Hess Managing Enna Jettick Store 


St. Paut—Frank W. Hess is new 
manager of the Enna Jettick shoe store 
at 8 West Sixth Street. He was until 
lately salesman for Schunemans & 
Mannheimers. 


OBITUARY 
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Charles T. Heald Dies 





CHARLES T. HEALD 


WEYMOUTH, -Mass.—Charles T. 
Heald, one of the industry’s outstand- 
ing figures and for many years vice- 
president and general manager of the 
Stetson Shoe Company, South Wey- 
mouth, died suddenly on Friday, April 
1, following a brief illness, at his home 
here. 

Mr. Heald, the son of the late Ar- 
thur C. Heald, treasurer of the Stetson 
Shoe Company, had been an active fig- 
ure in his company’s business for 25 
years and was prominently identified 
with both the National Shoe Manu- 
facturers’ Association and the New En- 
gland Shoe and Leather Exposition, at 
one time serving as president of the 
latter organization. 

He was president of the Stetson 
Shops, Inc., a retail sales organization 
of his company, and had been a lead- 
ing factor in the increase and develop- 
ment of this retail outlet of his com- 
pany. 

The eldest of four children, Mr. 
Heald was born in South Weymouth, 
May 18, 1888, received his early edu- 
cation at Worcester and Thayer Acad- 
emy, and at 18 entered his father’s fac- 
tory, where he remained until his death, 
working up from the bench in_all de- 
partments, obtaining a thorough knowl- 
edge of factory problems which well 


_ fitted him in later years when he took 


complete charge of the company’s busi- 
ness. 
He was exceedingly active in the af- 


‘fairs of his town, being vice-president 








of the Weymouth Trust Company, a 


a6 








trustee of the Weymouth hospital and 4 
trustee of the Fogg Library. 

A great lover of horses, he was for 
many years active in the management 
of the Weymouth Fair and other sim. 
ilar expositions along the South Shore, 

Mr. Heald was married May 31, 1913, 
to Miss Minnie Mattson, who with a 
daughter, Charlotte Tower Heald, sur. 
vives him. He leaves also a brother, 
Stanley Heald of the Stetson Shoe 
Co., and two sisters, Mrs. Albert Vina] 
and Mrs. E. Thayer MacBride. 

Funeral services held Monday at 
the Old South Union Congregational 
Church, South Weymouth, with inter. 
ment at Weymouth, were attended by 
scores of figures in all fields of the shoe 
industry, as well as hundreds of friends 
and associates. 





Mrs. Louisa Barbara Pohl 


CINCINNATI—Mrs. Louisa Barbara 
Pohl, widow of H. William Pohl, found. 
er of the Pohl Shoe Company, died at 
her home, 842 East Third Street, March 
22. Mrs. Pohl was 80 years of age 
and had lived at her Third Street resi- 
dence for 65 year. She was the daugh- 
ter of Joseph and Maria Neimer, who 
operated a hotel on Pearl Street soon 
after the close of the Civil War. Mrs. 
Pohl had traveled much through Ev- 
rope. She leaves two nieces, Mrs. R 
J. Blum, Cincinnati, Mrs. C. B. Bracke, 
Fort Mitchell, Ky., and two nephews, 
Paul W. Klimper, Cincinnati, and J. F. 
Klimper, Los Angeles, Cal. Funeral 
services were conducted at St. Xavier 
Church. Burial was in St. Joseph's 
Cemetery, Price Hill. 





Joseph Ondriezek 


INDIANA, PA.—Joseph Ondriezek, for 
more than 30 years engaged in the re- 
tail shoe trade at Johnstown and for 
the past few years owner of a shoe 
store at Strongstown, died in a private 
hospital here on March 23, following 
the amputation of his left leg, the op- 
eration being made in an effort to 
check the spread of gangrene. He was 
75 years of age and is survived by his 
widow, three daughters and two sons. 





Charles F. Chalfant 


BROWNSVILLE, PA.—Charles F. Chal- 
fant, for many years owner of a retail 
shoe store here, died on March 22, at 
Orlando, Fla., where he made his Win- 
ter home. His widow and a daughter 
survive. Since his retirement from ac- 
tive business several years ago, Mr. 
Chalfant spent the greater part of his 
time in traveling. His northern home 
was at Salem, Ohio.- Interment took 
place at Orlando. 





Gaston de Almeida 


New York.—<According to. word re- 
ceived here by the firm of J. Einstein, 
Inc., Gaston de Almeida, well known in 
the trade as an outstanding booctier, 
died of pneumonia in Paris on March 
14, 
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THERE IS NOTHING THAT CAN 
BE PUT ON THE BOTTOM OF 
A SHOE SO OUTSTANDINGLY 
INDICATIVE OF QUALITY AND 
FINE SHOEMAKING AS THE 


UNITED CUSHION HEEL 


ITS PERFORMANCE ON FINE SHOES 


IN COMFORT AND 
WEAR IS AS FINE EVERYWHERE 


AS ITS APPEARANCE 


ub Yen 


QUSTION 
HEEL 
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WHERE TO BUY 


Growing Girls’ Shoes 


Sr 





IN STEP WITH YOUTH ed 
AND 


IN STOCK 


No. 7403—Patent Fifi 
Sandal—Open Shank 
—10/8 Covered Heel, 
AA-C, 2%-T. Price 
$3.00 


No. 7404—White Calf 
Nelda Buckle Strap— 

; 11/8 Covered Heel, 
\ AAA-C. 2%-8. Price 
$2.85 


Pe) 
BURDETT SHOE CO. 
BL tinn, mass. ‘a 
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WHERE TO BUY 


Children’s Footwear 
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MRS. ~aganiien IDEAL BABY 


SHOE CO. 


Soft Soles — Inter. 
mediates. Hard 
Soles — infancy to 
four years! 


Danvers, Mass. 











YGRO Uy, 


QM weets 
HAVE 

FLEXIBILITY 

SMOOTHER INSOLES 


QUALITY AT LOW PRICES 
By 
SHAFT-PIERCE SHOE COMPANY 


Mfrs. of Acrobat and Clara Barton Shoes. 
FARIBAULT, MINNESOTA 











[FOR BOYS | KAMPTRAMP [FoR GiALS 


Tan and Smoke Elk 
Moccasins 
5/8—Infants’ 
ia’s 








ADAMS BROS., Pittsfield, N. H. 





What the Shoe Store Is 
Thinking About 
[CONTINUED FROM PAGE 17] 


point. Juetters were first sent to those 
on the children’s list, advising them of 
the private sale and the dates. Two 
days later a letter to the women cus- 
tomers was mailed. This in turn was 
followed by the one to the men. 

In all three cases the letters con- 
tained a plain, simple statement of 
facts. The store had a certain num- 
ber of shoes of such and such a type 
which were to be closed out. Natural- 
ly the lots were limited as to style and 
sizes, ‘This was not a sale in the usual 
sense of things, but friends of the store 
were being given a chance to pick up 
some real bargains in close-out shoes 
during a very limited time. 

To the surprise of all, the plan 
worked out very well. By having the 
action regulated so that there was no 
undue rushes all over the store at 
once, it was possible to place the sales 
force where it was most needed at the 
wanted moment. 

The Composite Shoe Store had ac- 
complished what it set out to do. The 
need for such action was imperative 
from both the necessity of bringing 
money into the till and to clear out the 
unusual number of odd lots caused by 
the changing of lines. No sale ever 
cleans house to a pair. Some shoes 
were left over and John decided to put 
them all into one section with a com- 
mon stock number preceding the reg- 
ular one. He felt that a “hash” sec- 
tion in the children’s, growing girls, 
women’s and men’s would be about 
right. All these shoes sized in together 
would carry a long P. M. 

In checking over the monthly stock 
count, John found his “hash” sections 
represented only a very small propor- 
tion of the entire stock. The figures 
read as follows: 

Proportion of shoes in odd lot sec- 
tions. 

Children’s and Growing Girls’ de- 
partment 

Women’s department 

Men’s and Boys’ department. . : 0.3% 

Just a mere handful in companion to 

the whole store, but a handful that 

must be carefully watched so that it 

would not get out of bounds in the 

future. 

As a youngster, John had to do a 
little farming and as he thought back 
to those days he could see a close rel- 
ationship to the weeds in the garden 
and the odd lots of shoes in his store. 
Both are undesirable, both had to be 
fought and whipped. It is not possible 
to weed a garden all in one single op- 
eration and it is not practical to clean 
cut all the odd lots from a stock at 
one sale. Therefore with the stock in 
a fairly clean condition, the job was 
to keep it that way. He found that 
by taking a few shoes at a time that 
were in current demand, and concen- 
trating on moving that one compa- 
ratively small lot, then in taking an- 
other group in turn and giving that 
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WHERE TO BUY 


Sport Footwear 
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> SPORT SHOE 
Will outwear rubber sneak 
ers, Can resole. Write 
for catalog of Athco 
b Athletic Shoes. 
Athletic Shoe Co. 
p94 N. eg Av. 
Chicago, | 
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WHERE TO BUY 


Shoe Accessories 
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EVER-READY, the Pad 
That Stops the Pinch 


Insist upon Ever-Ready felt shived 
vamp bite pads. Cost no more an 
the ordinary. A quality handy siived 
pad that insures results. Do no! « 
cept substitution or imitation. 


Mid. by 


Security Shoe Findings Mfg. o. 
327 West Monroe Street Chicago, III. 








the works, that he was keeping the odd 
lots down to a minimum. It is much 
easier for the boys to put all their 
energies in cleaning out one small 
group of shoes, than to attempt to 
wade through the entire “hash” section. 

Next week John Mahn solves two 
problems in his children’s department. 
First—the store must have a complete 
size and width range in order to fit 
and serve correctly in the staple num- 
bers. It must also have a comprehen- 
sive and balanced style assortment to 
take care of the plus pairage. 

John also works out what he con- 
siders the backbone of his children’s 
business. He tells all about it in next 
week’s issue. 


Shoe Manufacturers’ Association 
States Position 
[CONTINUED FROM PAGE 24] 


the buying season earlier and thus re- 
lieve one of the uneconomic conditions 
in the industry. The Seasonal Opening 
merits continued and increased support 
on the part of the manufacturers. 
“Members of the National Boot and 
Shoe Manufacturers Association are *e- 
minded that after the thirty days 
agreed upon to permit exhibitors at our 
seasonal opening last November to 
make reservations for our exhibition in 
New York next December, rooms will be 
assigned to others who have already 





applied for display rooms.” 
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MERCHANTS’ NEEDS 


— 


MODERNIZE YOUR 
STORE WITH MODERN 
MODERNISTIC SHOE CARTON 
LABELS -& WRITE FOR 
SAMPLES*NO OBLIGATION 
OVER FIFTY YEARS OF 
DEPENDABLE SERVICE 








EXECUTIVE OFFICES 
259*275 LEXINGTON AVE. 
+t BROOKLYN, N.Y. NNR 
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HOTELS 





The Home Hotel 
of New York 


Homelike in service, 
appointments and lo- 
cation... away from 
noise and congestion, 
yet but a few minutes 
from Times Square... 
garage facilities for 
tourists. 


Room and Bath from 
$3 single $4 double 


500 Rooms 


Home folks will 
like this hotel 


HOTEL 


BRETTON HALL 


BROADWAY at 86th ST. 





Opens Another Store 


MILWAUKEE—A new Osteo-path-ik 
shoe store was opened at 2362 N. Third 
Street on Feb. 27, to be known as the 
Osteo-path-ik Foot Fitter Shoe Store, 
with W. Heyenbruch as manager. Mr. 
Heyenbruch is also interested in an- 
other Osteo-path-ik store located at 
2455 W. North Avenue. The new 
salesroom will feature $5 and $6 lines. 
Of interest to other dealers is the fact 
that in both stores selling the Osteo- 
path-ik lines Neon electric signs are 
used which are permitted to burn all 
night. Mr. Heyenbruch states that 
this is one certain way of attracting 
attention. 
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Overcomes “Sneaker Smell” 


Along with commodity prices, prices 
of canvas shoes have dropped in the 
past three years. Recently cheap shoes 
imported from Japan and Czechoslo- 
vakia have been dumped on the market 
to retail as low as 39 cents a pair. 

A shoe manufacturer pointed out the 
other day the serious consequences of 
this continued trend to the dealer. “Be- 
cause the cheap shoe is built to ‘price’,” 
he said, “there is no stability in the re- 
tail price. Each new season’s produc- 
tion of shoes is built to a lower price 
standard. The dealer has to sacrifice 
his stock to meet the new low prices. 
He, therefore, can make little if any 
profit on cheap shoes.” 

This manufacturer is offering can- 
vas shoes with a new inbuilt sales idea 
to meet price competition. It meets 
price competition in this way. This 
manufacturer’s shoes are priced the 
same as other shoes of comparable qual- 
ity. The inbuilt sales idea, however, 
gives the dealer a sales feature which 
price-built shoes do not offer. With 
this feature the dealer can maintain 
the suggested price of the shoe and 
so make a legitimate profit. 

The sales idea is an insole that has 
unusual qualities. This insole was de- 
veloped in the manufacturer’s labora- 
tory to prevent excessive perspiration 
odor. It does not absorb perspiration 
and so prevents it from soaking into 
the shoe—permitting it to evaporate 
quickly. 

Although developed four years ago, 
the commercial importance of this in- 
sole was not fully appreciated until last 
year. In connection with preparing the 
1932 advertising plans for this prod- 
uct, the manufacturer and his adver- 
tising agency conducted quite an ex- 
tensive trade and consumer study. It 
was discovered that 80 per cent of 
mothers who objected to their children 
wearing canvas shoes gave “offensive 
sneaker smell” as their biggest objec- 
tion. The majority of dealers inter- 
viewed stated that they believe they 
could get a better price for shoes with 
an insole feature to overcome this ob- 
jection. Several dealers handling the 
manufacturer’s shoes with this insole 
had used it as a talking point to get 
better prices and to make canvas shoes 
a more profitable line in their stores. 


Riley Co. in New Quarters 


BostoN—The John J. Riley Co., well- 
known tanners of patent and other 
leathers, last week moved to their new 
and spacious quarters at 210 South 
Street, representing one of the largest 
stock rooms in New England. 

In addition to Mr. Riley as president 
and Thomas F. Riley, treasurer, the 
following sales force work out of New 
England: Ray H. Bacherman, Henry 
Sleeper and Fred Donahue. The firm 
is represented by Lang & Martin in 
New York, William G. Blaine in Phila- 
delphia and Charles Wilkins in St. 
Louis. 





GT4TaMENT of the ownership, management, 
circulation, required by the Act of 
Congress of August 24, 1912, of ‘‘Boot and Shoe 
Recorder,’’ published weekly at New York, N. Y., 
for April 1, 1932. State of New York, County 
of New York, ss. 


Before me, a Notary Public, in and for the 
State and county aforesaid, personally appeared 
William M. LeBrecht, who having been duly 
sworn according to law, deposes and says that 
he is the Business Manager of the Boot and Shoe 
Recorder Publishing Co., Publishers of Boot 
and Shoe Recorder, and that the following is, to 
the best of his knowledge and belief, a true 
statement of the ownership, management (and if 
a daily paper, the circulation), etc., of the afore- 
said publication for the date shown in the above 
caption, required by the Act of August 24, 1912, 
embodied in section 411, Postal Laws and Regu- 
a printed on the reverse of this form, to 
wit: 


1. That the names and addresses of the pub- 
lisher, editor, managing editor, and business man- 
agers are: Publisher, Boot and Shoe Recorder 
Publishing Co., New York, N. Y.; Editor, Arthur 
D. Anderson, Great Neck, N. Y.; Managing 
Editor, Raymond L. Fitzgerald, Forest Hills, 
L. I., N. Y.; Business Manager, William M. 
LeBrecht, New York, N. Y. 


2. That the owner is: (If owned by a corpora- 
tion, its name and address must be stated and 
also immediately thereunder the names and ad- 
dresses of stockholders owning or holding one 
per cent or more of total amount of stock. If 
not owned by a corporation, the names and 
addresses of the individual owners must be 
given. If owned by a firm, company, or other 
unincorporated concern, its name and address, 
as well as those of each individual member, 
must be _ given.) Owners: United Publishers 
Corporation, 239 W. 39th St., New York, N. Y 


(Stockholders of United Publishers Corpora- 
tion owning in excess of 1%); United Business 
_—. Inc., 239 W. 39th St., New York, 


Stockholders of United Business Publishers, 
Inc., owning in excess of 1%: C. S. Baur, 3559 
164th St., Broadway, Flushing, L. I., N. Y.; 
George H. Buzby, Philadelphia, Pa.: Anna B. 
Frank, Pleasantville, N. Y.; Fritz J. Frank, 
Pleasantville, N. Y.: Lee, Higginson & Co. 
(Partnership), New York, N. Y.;: C. A. Mussel- 
man, Philadelphia, Pa.; A. C. Pearson, Mont- 
clair, N. J.: Lelia C. Pearson, Montclair. N. J.; 
Frederic C. Stevens, 325 West End Ave., New 
York, N. Y.; (A) Frederic C. Stevens Co., 23 
Prospect Terrace, Montclair, N. J. 


NOTE: Stockholders of (A) Frederic C. 
Stevens Co.: Velma 8S. Stevens, 325 West End 
Ave., New York, N. Y.; F. C. Stevens, Jr., 325 
West End Ave., New York, N. Y.; Velma I. 
Stevens, 325 West End Ave., New York, N. Y.; 
Frederic C. Stevens, 325 West End Ave., New 
York, N. Y.; Ruth S. Kane, Montclair, N. J. 


3. That the known bondholders, mortgagees, 
and other security holders owning or holding 1 
per cent or more of total amount of bonds, mort- 
gages, or other securities are: (If there are 
none, so state). None. 


4. That the two paragraphs next above, giving 
the names of the owners, stockholders, and secur- 
ity holders, if any, contain not only the list of 
stockholders and security holders as they appear 
upon the books of the company but also, in cases 
where the stockholder or security holder appears 
upon the books of the company as trustee or in 
any other fiduciary relation, the name of the 
person or corporation for whom such trustee is 
acting, is given; also that the said two para- 
graphs contain statements embracing affiant’s 
full knowledge and belief as to the circumstances 
and conditions under which stockholders and 
security holders who do not appear upon the 
books of the company as trustees, hold stock 
and securities in a capacity other than that of 
a bona fide owner: and this affiant has no reason 
to believe that any other person, association, or 
corporation has any interest direct or indirect 
in the said stock, bonds, or other securities than 
as so stated by him. 


5. That the average number of copies of each 
issue of this publication sold or distributed, 
through the mails or otherwise, to paid sub- 
scribers during the six months preceding the 
date shown above is (This information 
is required from daily publications only). 


WILLIAM M. LE BRECHT., 
(Signature of Business Manager) 


Sworn to and subscribed before me this 25th 
day of March, 1932. 


JULIA C. H. ALLEN 
Notary Public, New York County 
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Commission expires March 30, 1932 
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TO MANUFACTURERS AND 
WHOLESALERS :— 


RECORDER Subscribers daily ask us where 
to buy certain shoes and many other items 
connected with the operation of their stores. 
Following are some of the inquiries received 
this week. 












Parties interested in supplying these wants 
should address The Inquiry Dept., BOOT & 
SHOE RECORDER, 239 West 39th St., New 
York, N. Y. 


In no case will the name and address of 
the merchant writing to us be given out. 
The RECORDER however will forward all 
letters and catalogs received from manu- 
facturers promptly to the inquirers. Please 
refer to code identifying number. 
















N 902. Women’s novelty shoes to retail 
from $2.50 to $3.00. 

N 903. Accredited Chiropody schools. 

N 904. Women’s novelty shoes from stock 
to retail for $3.95, $4.95, $5.95. 

N 905. Men’s shoes to retail from $4.00 
to $6.00. 

N 906. Children’s popular priced shoes. 

N 907. Men’s field boots to retail at $10.00. 

N 908. Men’s and women’s bowling shoes. 

N 909. Women’s pajama sandals with 3 
inch heels. 

N 910. Regulation tap dancing shoes. 

N 911. White moire and satin evening 
slippers, high heels, in new cut 
styles to retail from $5.00 to $8.50. 

N 912. Souvenir spurs. 

N 913. Women’s style shoes from stock to 
cost from $2.25 to $3.35. 

N 914. Souvenirs to be given away with 
women’s and children’s shoes. 

N 915. Women’s shoes from stock in small 
sizes and narrow widths. 

N 916. A comfort line of padded sole 
slippers for men and women. 

N 917. Chiropody schools. 

N 918. McKay sandals in brown leather for 
lodge work costing about $1.85. 
Will 100 pair lots. 

N 919. Men’s tan calf barefoot sandals, 
of the better quality. 

N 920. Men’s imitation leather house slip- 
pers with soft sole. 

N 921. Infants’ first steps with hard sole. 

N 922. Men’s and women’s riding boots to 
retail at $15.00. 

N 923. Good and medium priced line of 
felt and leather slippers. 

N 924. Medium priced line of misses’ and 
children’s shoes. 















































For Your Convenience We List the 


Following: 


Arch Appliances 
Advertising Mat Service 
Bath Room Mules 
Beach Sandals 
Boys’ Division, State Grade: 
Dancing shoes 
Skating shoes 
Slippers 
Bookkeeping Systems 
Book on Leather Industry (Free) 
Cash Carrier Systems 
Cash Registers 
Children’s Division, State Grade: 


Barefoot Sandals 
Dancing shoes 
Infants’ moccasins 
Orthopedic 

Soft soles 


Chiropody Schools 

Dye Manufacturers 

Floor Coverings and Plans 
Foot Measuring Devices 
Handbags to Match Footwear 
Hosiery: State Grade 


Children’s 
Men’s 
Women’s 


Labels: 


Carton 
Woven 


Lighting: 


Interior 
Windows 


List of Union Stamp Factories 
Men’s Division, State Grade: 


Army shoes 
Cowboy boots 

Field boots 

High cut shoes 
Moccasins 

Safety shoes 

White canvas shoes 
Work shoes 











N 925. Bookkeeping and stock keeping sys- 


tems. 
N 926. Woven sandals for men. 


N 927. Children shoes in high and medium 
grades that are carried in stock in 


narrow widths. 


N 928. Men’s 16 inch Army style boots. 
N 929. Women’s mesh hose to retail at 


$1.00 


N 930. Popular priced women’s 
shoes in stock from jobbers. 


N 931. a. Plans for remodelling a store. 


b. Store seating. 
c. Display fixtures for shoes. 
d. Price tickets. 


64 


novelty 











Slippers: 
Dancing 
Dress 


Tap dancing 
Wool 


Active Sports Shoes: 
Aviation 
Basket ball 
Baseball 
Bowling 
Boxing 
Camping 
Football 
Fishing 
Golf 
Gymnasium 
Hunting 
Riding 
Soccer 
Tennis 
Track 


Rubber Goods 

Resident Buyers 

Riding Boot Accessories 
Store Fronts 


Store Equipment: 
Store seating plans 
Show cases 
Ladders 
Shelving 
Valances 
X-Ray machines 
Foot rests for shine stands 
Fitting stools 
Mirrors 
Stock Cartons 


Shoe Laces 
Signs, Electric 
Stock Keeping Systems 


Souvenirs: 
Books 
Dolls and doll shoes 
General souvenirs 


Shoe Cabinets 


Shoe Dressings and Dyes 
Shoe Ornaments 
Shoe Trees 


Spats 

Trade Mark Directory of Shoes, etc. 
(Free) 

Vamp Rollers and Stretchers 


Women’s Division: 
Ballet 


Tap 
Dancing— Russian boots 
Dancing sandals 
Camping boots 
Orthopedic shoes 
Riding boots 


Party Slippers 

House Slippers 

Windows: 
Clips for price tickets 
Backgrounds 
Display art panels 
Floral decorations 
Reflectors 
Display fixtures, shoes 
Display fixtures, hosiery 
Price tickets 
Show card service 
Arch Support Shoe Stands 


Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, April 9, 1932 





